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only  on«  study  lu 


Tba  prlaary  tbruat  of  tbia  rasaaroh  w 
bontartual  lafcrnatlon  ware  exaBlnad. 


la  addition^  tbi 
availability  o 


tlae  of  declalon  oakln^,  to  saka  an  atcitodlnal  Judgaent.  It 
waa  argued  that  the  dirferent  types  of  aaacry  traces 
pertaining  to  a brand  were  forgotten  at  different  rataa* 
Thus*  over  tlnei  oonsuner  Judgnenta  would  be  doalnatad  by 
different  types  of  Benory  Craoea* 

a fraoework  waa  developed  for  claaalfylng  aemorlal 


traoesi  resulting  frod  advertising  expoaurst  1 
BUtually  axoluslve  and  oolleotlvely  e 
categories  that  were  (a)  iBportant  as  predictors  of  attitude, 
sad  (b)  differentially  sensitive  to  delay. 

An  experlBent  was  oonduoted,  using  176  student  aubjecta, 
to  exanlne  the  teapcral  oharaoterisitica  oi 


types  of  aeeiory  traces  and  their  role  lo  attitude  Judgaents 
made  Ijonedlately  after  ad  expoaure  or  after  a delay. 

The  results  of  the  atudy  suggest  that  recalled  faota, 
abatraotlona,  and  overall  evaluations,  retrieved  at  the  tiae 
of  deoialon  asking,  are  the  key  cognitive  elementa  utlllied 


Id  Baking  attltudlnal  JudgnantSf  both  Inmediataly  after  ad 
expoaiire  and  after  a delay. 


Inagine  tba  following  soonarlo:  ' 

roBonborlng  your  upcoalng  bollOay»  you  Osol 

through  Cha  pagoa  of  a aagaalne  you  apot  ai 

peslDda  you  of  your  raaolution  to  buy  a e 
apand  a raw  nlnutea  acannlng  t 


free  tlnor  and  you  forgot  about 
Saturday's  mall  brings  with  It  tha 
ordered.  You  realize  that  If  you 
Dust  order  laaedlataly.  You  Bit  c 


buy  by  sail  you 
try  to  reaaahar 


tb«  iDforaatlon  you  havo  acquired  about  the  different 
brande  so  that  you  can  dootp&re  the  alternatiyaa  and  decida 


Situations  eucb  as  this  are  not  unoonoon.  In  Boat 
instancBSt  oonsunera  do  not  purobsse  a product  laoedlataly 
after  aaelns  an  advertlseoent.  Oftenj  daysr  if  not  ueehaj 
elapse  between  aapoaure  to  an  advartleaaent  and  purcbaae. 
Preausably,  advartiaere  are  Interested  In  Influencing 
declsiona  nade  later  on  in  tine.  RegretabLy,  the  literature 
in  oarketing  and  oonsuoer  behavior  baa  little  to  aay  about 
what  types  of  infornation  learned  froo  the  advertlsenenta 
will  be  reneBbered  or  how  the  inforBBtion  retrieved  will 


Influence  Judgnant  and  ohoice  at  a later  point  in  tljie. 

It  la  aurprlalng,  and  even  diacoooertingi  that  despite 
aplralllng  advertialng  expenditures  (advertising  expenditures 


of  the  100  leading  national  advertisers  have  lore  than 
trebled  in  the  period  1$72.1982  frog  $5.2  billion  to  $1T.1 
billion— 100  Leading  National  Advertisers  1983),  there  is  a 
paucity  of  knowledge  about  the  delayed  effacta  of 
advertialng.  A review  of  the  research  in  advertising  Chat 
explicitly  oonaiders  tine  as  an  independent  variable  shcwa 


3!  advertialng 


I and  Clarks  1972;  Casa 
and  ShaaBUn  1972;  Ward  1976;  also  ass  Clarks  1976.  for  a 
orltlQue  of  tbs  literature;  Dhalla  1976.  for  a sore 

datsrtDlnlDg  how  Buch  of  ao  Ijipaot  advertising  at  one  point 
in  tlBS  has  on  sales  In  future  periods*  The  problsa 
aotually  is  posed  in  the  opposite  way;  i.s.,  sales  at  tine  t 
are  aodalsd  as  a function  of  advertising  expenditures  In 
periods  1 through  t-l<  Various  roroa  of  distributed  lag 
Bodsls  are  typloally  fitted  to  aggregate  data  of 
advertising  expenditures  and  sales*  Tbe  aodels  also  take 
Into  acoount  other  idportant  varlablea  (e.g*.  coopstltlve 
activity).  The  research  in  this  area  is  aostly  technical, 
dealing  with  coDplioated  Batheaatical  tests  required  to 
obtain  unbiased  aetlaatea  of  advertising  payoff  (Dballa 
1978). 

Second  are  the  studies  on  advertising  wearout  <Appel 
1971;  Axelrod  1980;  Calder  and  Sterothal  1980;  Craig, 
Sternthal  and  Leavitt  1976;  Oraes  and  Wallace  1969i  OroenBerg 
and  Suttonl  1971).  These  studies  oeasure  recall  and  attitude 
as  a function  of  advertising*  They  show  that  the 
relatlooebip  between  ad  reoall  and  repetition  has  an 
Inverted*))  shape*  Initially,  repetition  leads  to  increased 
learning,  until  some  isaxiaUD  level  is  reached.  With 


coDtlnueil  repetitlsni  rttentlon  deslius  as  the  vliwar  easdes 
to  attand  to  the  advertlaoflant.  Advertising  efrootlveness  la 
also  si^eoted  to  follow  tne  same  pattern.  The  objootlve  of 
this  reaearcn  la  to  deteralne  optloal  advarelaing  aoliedulea, 
i.e.,  the  optlaal  length  of  a flight,  the  optlnal  apaolng  of 
Bdvertiseoenta,  the  optlaal  nunber  of  different  eaeoutlona 


advertising  la  reseabered  over  tiae  (Oathelaer  1970; 
Zlelske  1959;  Zielske  and  Henry  1990).  These  studies,  too, 
were  notlveted  by  a deaire  to  develop  optlaal  advertising 
sohedulea  te.g.,  to  pulse  or  not). 

The  thrust  of  the  proposed  rasaaroh  In  different.  The 
interest  here  la  In  the  responses  that  individuals  generate 
upon  exposure  to  sdvertlseaents,  and  how  these  reaponaes 

(19591  Zlelake  and  Henry  1980),  the  preaent  researoh  foousea 
not  Just  on  raoall,  but  also  on  the  different  typos  of 
oognltlve  responses  that  the  Individual  generates.  The 
Idportanoe  of  understanding  the  relationship  between 
individual  reaponaes  and  advertising  effects  as  a function  of 
tine  is  underscored  by  a recent  review  of  the  delay  effecta 
and  Ward  1979).  In  their  review,  Sawyer 
t not  BUdh  Is  known  about  the  delayed 


literature  (Sawyer 


advartlslQg,  particular!? 


Individual, 
ooadltlona  tl 


It  affact  tna  durability  oT  advartlalug  effacta 

prooaaaes  that  sadlate  the  loag-rau^  erreota  of  advertialng 
can  provide  Inalghta  about  the  longtern  Impact  of  an 
advertlnement  at  the  oopy-teatlng  ataga. 

Examination  of  the  cognitive  reaponae  literature  (the 
dominant  atream  of  reaearoh  within  marketing  that  daala 


advertialng 
itz  Corn 


with  Individual  reaponaea  to  advertialng 
on  ccnaumer  attltudea)  hlghllghta  the  abac 
delay  effacta  (See  appendix  &}.  Thou^  a 
ualng  the  cognitive  reaponae  methodology, 
effecta  of  a variety  of  faotora 
advertialng  and  Ita  relatlonahlp  wit 
effentlveneaa  (Belch  1961,  198B;  Belch  and 
and  Helnberg  19Btj  Lott  and  KacKentlo  198l| 
and  Beloh  1983;  MacCentle  and  Lutz  1982;  Marke  and  Olaon 
1981;  Olaon,  Toy  and  Dover  1978,  1982;  Toy  1981;  Hllaon  and 
Hudderlaoglu  1980;  Appendix  A 
faotora  atudlad),  not  a alngle  etudy  haa  conaldered 
generallaabillty  of  theae  flndlnga  over  time. 

Horeover,  In  the  general 
reaearoh,  only  two  atudlea  (Greenwald  1968;  Colder, 


ITS  examined  tne  seneraUsabiUty  sf  Uie 
n Individual  respensea  te  a parausalve 

under  whloh  theae  theae  tm  atudles  uere  nonducted  are  far 
removed  from  the  advartialng  aettlngr  and  their  reaulta 
cannot  be  directly  extended  to  advartialng  (a  detailed 
dlaeuaalon  la  presented  In  a later  chapter).  The  point  la 


and  Tandell  1974)  hi 
relatlonahlp  betwee 


of  important  independent  varlablea  on  Individual  raaponaea 
to  advartialng  and  attitude  ohange,  but  not  one  of  them  has 
examined  the  relationship  over  time. 

It  la  the  purpose  of  the  present  resaaroh  to  examine 
bow  individuals  respond  to  advertising  and  how  these 
responses  affect  attitudes  over  time.  In  additloni  recent 
reaearoh  suggests  that  the  proceasee  underlying  advertising 
effeotlvenesB  are  oonClngent  on  the  audience's  ability  to 
proeess  information  (Petty  and  Caoloppo  1981).  thus,  the 
role  of  prior  Knowledge,  a factor  believed  to  affeot 
processing  ability  and  the  nature  of  Individual  responsee, 
la  examined. 

Memory  and  adverilslna  erfectlvanesa 


prooeases  underlying  advertising's  li 
choioe  suggests  that  there  exj 


whloh  advertising 


d«oialona.  Traditionally^  aemcry  for  aeaaage  argumanta  and 
ocgnltlva  raaponaaa  to  an  advertlaanant  haaa  bead  oonaldarad 


aa  nedlatora  of  ad  effaotlaaneaa.  Raoantly,  a numbar  of 
altamatlva  foraulatlons  of  bow  advertlalng  uorka  bave  bean 


axtanded.  For  aaaaipla>  Ray  (1973)i  Krugman  (19b5)i  and  gora 
raoantly  Batra  and  Ray  (19S3)  bava  auggaatad  that  under  low- 
Involvanant,  behaalor  praoadaa  attitude  cbange.  Taking  a 
different  parapaotlva,  Hoore  and  Butcblnaon  (l9S3r  19^5)  bave 
extended  tba  ideas  originally  advanced  by  2a Jana  (196S)  to 
the  narketing  dosain  by  suggesting  that  brand  name 
faailiariey  is  a aadlacor  of  brand  attitude  under  oartaln 
cireuiatanoea.  Thus  the  prooaaaas  underlying  advertising 
affaata  are  influanoad  by  a variety  of  faotors  (e.g.j 

arch  is  lioitad  to  ad  exposure  a 
t least  a noderately  high  level  o. 


aituatlonSr  it  la  expaotad  that  meaory  for  the  advartlaing 
aasaaga  and  oognitive  reaponaea  to  the  ad  are  laportant 
antaoadents  of  brand  attitude.  In  the  next  section, 
advartialng  theory  and  aapirloal  evideoea  in  support  of  this 
proposition  are  briefly  diaousaad. 

Tba  gierarehy-of-Bffeota 

Tbaories  of  how  advertising  works  posit  that  aoaa 


factual  learning 


□aoeaaary  step 


exaoplfli 


awfiraneaa,  kncwladga.  llLclngf  prefereDce,  ooo7iotloDi  aad 
purohaae— proposed  P;  I^vidga  and  Stalnar  (19611  maKaa 
awaraaesa  and  kaouledga  a required  first  step  in  tbe  process 
through  uhldh  edvertialng  works. 

Models  such  ss  AIDA  Cawsreneas,  interestf  deairei  sod 
aotloa),  DA6HAR  (Colley  1961),  THACKER,  and  SPRINTER  (see 

A large  body  of  eopirical  resaaroh  providea  support  for 
the  cogaltlve-.baffeotlea — >oonatlTe  hierarohy.  For 
ezanpls,  rasaarah  on  nultl-attrlbuta  attitude  lOdels  (e.g., 
Luts  197s,  1977;  Holbrook  1976)  hes  daDonstratad  that 
advertising  can  change  brand  attitudes  by  changing  the 


Cognitive  response  studies  provide  further  evidence  for 

atudlee  have  documented  that  idloeyncratto  cognitive 
reeponsas  to  an  advertieeoent  ere  strongly  predictive  of 
attitude  change  (e.g..  Belch  1981,  1969;  vrlght  1973,  19TA, 

Tbue,  independent  streane  of  reeearoh  support  the 


relationship 


iDTolTement-  Howeverr  as  hantloned  earliar«  the 
gauarallaabilltir  ot  ttia  ralatloaahip  batveao  ■anory  and 
attltuda  over  tlae  haa  not  racaived  attanfclon-  To 

nature  ot  the  ralatlonahip  batwaan  recall,  cognitive 
reoponaaa,  and  attltuda. 

In  addition,  tbia  raaearch  saeka  to  ocntrlbute  to  our 
knouladge  by  providing  a fraaeuork  for  partitioning 
cognitive  raaponaaa  Into  categories  that  aracualltatlvaly 
different  froei  each  other.  The  relationship  between  these 
qualitatively  different  types  of  cognitive  responaaa  and 


In  the  next  ohapter,  literature  froB  narketlng  ao' 
psychology  that  exaalnes  the  relationship  between  InforDatlc: 
retention  and  the  persistence  of  attitude  change  will  b> 
reviewed.  In  Chapter  Three,  research  on  the  Beoorahiilty  o 
different  types  of  asBOry  traces  la  doouaented,  and  : 
freaework  la  presented  for  classifying  Individual  respones; 
to  advertlalng  into  categories  that  (a]  are  laportaot  ai 


pradlotore  of  attitude,  and  (b)  reflect  elgnlfloant 
dlfferenoee  In  decay  rates.  Chapter  Pour  reviews  the 
literature  on  the  Influence  of  prior  knowledge  on  the 


processing  of  infcroatlon,  with  a foous  on  advertising 
oomunloatlon.  In  Chapter  Five  the  research  hypotheses  are 


preaentod.  Chapter  Six  ppeaants  the  findings  froa  aaveral 
pretesta  and  Chapter  Seven  deals  with  the  research  design. 
The  reaiilts  OP  the  etdd;r  are  dlacuseed  In  Chapter  Eight.  In 
Chapter  Nine  the  laplloatlons  of  the  research  are  dooUDanted. 


THE  REtATIONSEaP  BETWEEN  MBMONT  AND  ITTITUDE  CKAHGE 


HovlBnd,  Jsnls  and  Kelley  (1953)  oonoldered  fl»# 
factors  to  be  isporbant  for  a aonprehenalve  undarsbandljiB  of 
pareuaalon.  The  first  two  are  process  variables!  attendiOB 
to  a aesssBe  and  leamlRS  froai  it.  The  other  three  are 
outcoBe  variables:  Imedlate  attitude  change,  the 
generallaatlon  of  attitude  change  to  overt  behavior,  and  the 
long-teriD  parelatenca  of  attitude  change.  Many 
researchers  have  focused  on  the  deteneinants  of  attitude 
change  (e.g.,  Luts,  HaoKensie  and  Belch  1993;  Petty, 
Caoloppo  and  Schumann  1983).  lieoently,  sooe  researchers 
have  focused  on  the  generalisation  of  attitude  change  to 
behavior  (a.g.,  Plahbeln  and  ijsan  1975s  Day  and  Deutsoher 
1982).  However,  there  has  been  a dearth  of  ressaroh  on  the 
persistence  of  the  effects  of  a persuasive  nessage.  Cook 
and  Play  (1978),  KoOulre  (1968),  Sawyer  and  Ward 


thorougn  underatandlng  of  the  oondltiosa  under  wnich  the 

la  thia  chepteri  the  literature  on  the  pereleteoee  of 
the  affeete  of  a pereuaalve  Deesage  la  reviewed  with  a view 
toward  uaderatandihg  the  relatlonahip  between  peralatenoe 

relatlonahlp  between  attitude 
Second,  three  perapeotlvea  , 
attitude  and  oognltlOQ  a 
each  approach  la  evaluated  1 

syntheele  of  the  reaeai 
expeoted  contrlbutlona 


e early  reaearoh  on  the 
d cognition  la  preaentad. 
the  relatlooahlp  between 


9 light  of  enplrlcel 

'Oh  flndlnga  la  praaented,  and  the 
3f  thla  reaearoh  are  reviewed  in  the 
E Knowledge  of  the  effeota  of  a 
tlae.  It  la  Important  to  atate  at 
the  outeet  that  the  reaearoh  reviewed  In  this  chapter  la 
primarily  frota  the  payoholcgy  literature.  The  literature 
lo  aarketlog  has  net  been  deliberately  exoluded.  Rather, 
there  almply  exiota  a paucity  of  serKeting-oriented  reaearoh 
on  delay  affects. 


Riatorloml  Parapectlve 


The  Btudy  of  the  relatlonahip  between  attitude  end 
cognition  lo  not  new  {e.g.,  Chan  1936).  However,  nogt 

reeearoh  on  the  relatlonehlp  between  ettitudee  and  oognltlon 
over  tliae  oooee  froa  the  eesilaal  work  of  Bovland,  Lumadalne 

propaganda  fllaa  on  aoldiers*  attltudea  and  behavlora, 


r hypotheaea  w 


fore  the  foundation  o 
with  the  attltude-oognltlon  relatlonahip  over  tlae. 

The  Boat  proolnent  of  the  four  bypotheaee,  the 
diaaoolatlve-oue  hypotneela.  waa  baaed  on  a two  faotor 
oonoeptualleetloo  of  the  pereuaaion  proceaa.  The  flrat 
Involvae  Learning  the  Beaaage,  and  the  aecond  involvea 
aaeoolatlng  the  aeaaege  with  a oue  (e.g.,  neaaage  aouroe) 
thaUeada  a peraon  to  aooept  or  reject  the  Baeaage.  The 
pattern  of  peralatenoe/deoay  of  laneediate  attitude  onange 
dependa  on  the  nature  of  the  yielding  oue.  The  underplnnlnga 


of  thia  approach  oone  fron  palred.aaaooiate  learning. 
Relative  perelatenoe  la  predloted  under  two  oondltlonai 
flrat,  whan  an  aoceptanee  cue  la  Initially  linked  to  a 


when  a rejeotlon  oue  Initially  aaaoolated  with  a Beeage  la 


r dissoolattd.  Thusi  th«  diasoolatlon  of  a gua  initially 
a neasage  oay  lead  to  althar  parsiatenge  or 
daoay  of  initial  attitude  ohanga  depending  on  the  nature  of 


''Bartlett  affect*  hypothaala,  which  waa  haaed  on  Bartlett'a 

poaitad  that  whan  nasaagaa  oontaln  not  only  argunenta  in 
favor  of  a particular  poaition  but  alao  aoeaa  qualifioatlona 
and  raaarvationa  againat  the  main  argument,  initial 

quallfloatlcna.  However,  the  qualiflcatlona  would  be 
forgotten  more  rapidly  than  the  main  argunenta,  and  ever  time 

The  "Bartlett  affeot"  hypctheaie  la  apecifio  to 
neaaagea  with  qualifioatlona,  A more  general 
hypotheeia  extended  by  the  Hovland  group  waa  the  general- 
oonolualcna-only  hypotheala.  Like  the  two  praoeding 
hypotheaaa,  tbia  hypotheala  reliea  on  differencea  in  the 

neaaaga  peralata  in  memory  while  the  detalla  are  forgotten 
more  rapidly.  If  unfavorable  detalla  are  loat  rapidly  from 


Tba  fourth  bypothooloi  the  Oolayed-flltorlng-of- 

a«aplax  neuages  the  full  import  of  tbo  aeooago  aay  not  be 
apparent  at  the  tine  of  expoaure.  With  the  paaaage 
of  tiae  and  expoaure  to  new  oootoxta  la  which  the 
see  relevant,  the  dlatal  InpLlcatlona  of 


i,  although  initial 
reaote,  aubtle,  and 
ne  aeaaaga  nay  filter 
idireot  realiaatlooa 


j certain  underlying 


learning  will  decay  over  tine,  bc 

through,  rhe  delayed  lapact  of  th 
would  affeot  the  perslatenoe  of  at 

comonalltlee.  All  four  hypotheaea  p< 
are  a functloo  of  laaue-relevaot  oognltlona  available  In 
descry  at  the  tine  of  delayed  attitude  Judgnent,  and  (b) 
alesents  of  learned  saterlal  decay  over  tloe.  However,  the 

retained  over  else  and  whloh  elesenta  are  forgotten.  The 
dlaaoclatlve.oue  hypotheala  la  baaed  on  the  aore  rapid 
forgetting  (Ray  19T3>  or  dlaacolatlon  (Bovland  and  Walaa 
'9St)  of  the  yielding  oue.  lyploal ly,  the  yielding  oua 
hae  been  cperatlonallted  aa  the  credibility  of  the  eouroe 


(Slllig  and  Qraenwald  ISTU;  Hannan  and  Starnthal  19SU; 
Hannlngani  Cook  and  Cruder  t982i  Rovland  and  welaa 
195I;  Salnan  and  Hnvland  1953)*  Hovavari  atatenaota 
diaoountlng  the  Beaaage  (Cruder  at  al>  1978;  Uelaa  1953)i 
atataaanta  aroualng  reactance  and  hence  rejecticn  (Cruder 
at  al>  1976r  Bxpt.  9),  foreuarnlng  of  perauaaiva  intent 
(Hatta  and  Bolt  1979)i  and  diatraotlon  (Watte  and  Bolt  1979) 
have  alao  been  used  aa  the  diaoountlng  cue.  In  general, 
the  yielding  oua  oan  be  thought  of  aa  a contextual  oue 
(l.a.,  a part  of  the  neaaage  context)  that  affeota  the 
acceptanoe  of  the  content  of  the  aeaaage.  Thla  effect  la 
loat  over  tlaia  due  to  quicker  forgetting  of  the  context  aa 
coopered  bo  the  content  of  the  aeaaaga. 

The  "Bartlett  effect"  hypothesla  and  the  generel- 
eoncluaiona-only  hypotheaia  differ  froo  the  diaaociatlva. 
cue  hypotheaia.  Inatead  of  poelting  differencaa  in 
forgetting  ratea  betueen  the  content  and  the  nontext  of  the 
see  two  hypotheaee  poatulate 
le  forgetting  ratea  for  different  eleoenba  of 

lb  qualificatlcne  of  the  oaln  aeaaage  are  forgotten  rapidly 
1 the  general-oonclualona-cnly  hypotheaia  poalta  that 


Flnal.l7i  tbs  ds  Isysd.fll te^lng•or•cbIDPlsx- 

s Bssbsge  Bay  bs  rseognlzsd 
e too  would  inriuencs 


with  the  psbbage  of  tla> 
ftttltudloal  JudgBsnt. 

peralbtenos  of  attitude  oh 
of  a naasage  avallabla  1 


Jigs  la  dontlhgeot  on  the  eleoenta 
I nanory  at  the  time  of  attltudioal 
eaplrioally  thcae 


aapeote  of  a Beaaage  that  are  both  retained  c 
neat  aection  of  the  ohapter  la  devoted 


reviewing  the 


abover  threa  general  perapaotivea  on  the  nature  of  the 
relationship  between  retention  of  learniog  and 
persiatence  of  attitude  change  Bay  be  diacemed.  As  notadj 

derive  fros  learning  theory.  Therefore,  in  the  Boat  eatreaie 
oaae  it  oay  be  argued  that  pereiatanoe  of  attitude  change 
is  related  to  the  retention  of  all  aeasage  argunenta.  A 
oonsideration  of  the  four  hypotheses,  however,  reveals  that 
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this  vi®w  nay  be  too  sloplo-  Indeed,  all  the  hypotheaes 
auggest  that  with  the  paaaaga  of  tine  aooe  aleaenta  decay 
Bora  rapidly  than  othera.  Therefore,  the  more  atabla 
eleaenta  Ce.g.,  the  conclualon)  heooBe  Inereaalngly 
iBportaot  aa  the  antecadenta  of  attitude  over  tine.  Thla 
leada  to  a aecond  parapeotlve  that  hclda  that  attitude  change 


However,  even  thla  parapeotlve  doea  not  loolude  a third 
element  that  underilea  the  Tale  Sohocl  approach:  the  notion 
of  yielding  or  aeoaptance  of  the  perauaalve  meaaage.  The 
laportanoe  of  thla  conponent  heooaoa  clear  froa  a 
careful  aorutlny  of  the  dlaaoclatlva-oue  hypotheala.  The 
hypotheala  poalta  that  perauaalon  la  contingent  on  the 
nature  of  the  yielding  oue.  EBplrlcal  raaulta  [reviewed 
later  In  the  chapter)  ahcw  that  the  Influence  of  a 
perauaalve  aaaaage  la  contingent  on  the  nature  of  the  ouee 
that  lead  to  the  acoeptance/rejeotlon  of  the  Beaaage 

of  yielding,  auggeata  that  attitude  change  la  dependent  on 
the  receivers'  cognitive  reaponsee  and  not  on  the  eeeaage 
argumenta  learned. 

Heaearohera  Interested  In  the  relationship  between 
BOBOry  and  attitude  over  time  have  adopted  one  or  the  other 


perapectlvee  deaorlDed 
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aectlon,  tbe  research  undar  each  parapaotiva  is  praaantad 
with  a view  towarda  describing  our  undaratanding  cf  the 
ralatlonahlp  bacwaan  oamory  and  attitude  over  tlae.  Thla 


RataotloD  of  *11  Heaaaae  Arai^enta 

The  ralatlonahlp  batvaan  retention  of  all  aesaaga 

using  a nuBbar  of  different  approaohea.  The  resultai  taMen 
togethart  do  not  provide  atrong  avidanoa  for  a apaolflo 
ralatlonahlp. 

Hanlpulatlon  of  the  daarea  of  initial  laarnlna 

Johnaoo  and  Watltlna  (I9T1)  and  Ullaon  and  Hiller  <1966) 
■anlpulatad  the  degree  of  initial  learning  by  varying  the 
DOiBbar  of  ajpoauraa  to  a neasaga.  They  found  that 
repeated  exposure  facilitated  peralatenoe  of  attitude 
change.  However.  Greenwald  0966)  oianlpuletad  learning  by 
having  aubjecta  rehaarea  six  aasaage  arguaenta  favoring  one 

argunenta.  but  there  was  no  ocrreaponding  difference  In 
attitude  change.  The  results  are  difficult  to  Interpret.  One 


poaalhiiity 


different  free  repeated  exposure.  Repeated  exposure  mej' 
have  (a)  led  to  subjeots  peroelvlag  a message  as  ooovlnolngf 

vay  during  delayed  oeasureoent,  or  <ol  led  to  deeper 
prooeaslng  of  the  nessage  (e.g.i  Craik  and  Lookhart  (1972) 
maka  a dlsblnotion  between  depth  of  prooesslng  and 
reheereel).  ALeOt  Oreenvald's  study  used  a within  subject 
design  and,  therefore,  subjects  when  reeponding  s seoond  tine 

possibility  will  be  discussed  later  in  sore  detail.  Thus,  it 
Is  premature  to  suggest  a olear  interpretation  based  on  these 

of  Infornation  learned  (e.g.,  Gaidar,  Ineko  and  Tandell 
197“i  Cook  1969l  Eagly  and  Warren  1976j  Haddux  and  Rogers 
19S0;  Norman  1976;  Petty  end  Caoioppo  1961),  only  two 
of  the  studies  have  examined  the  ganerallsabillty  of  the 
effeots  over  time.  Gaidar,  Insko  and  Tandell  (1971)  varied 
the  amount  of  learning  by  manipulating  the  number  of 

response  measures  behaved  in  the  ease  way  as  the  measure  of 
Judgment.  That  is,  when  there  waa  greater  learnihg,  the 


Judgnent  was  sore  extreas*  Alssi  as  tna  suabsr  of  cosnltlona 
dsalloed  o7or  tins,  so  did  tbs  extromlty  of  the  Judgment. 

Hsddux  and  Rogers  C19SD)  also  manipulated  the 

persuasion  was  enhanoed  in  the  presenee  of  oore  argumente* 
and  the  laerease  la  attitude  ohange  pereleted  over  time. 

Whatever  he  the  research  findings,  there  Is  a haeic 

arguments  may  affect  the  perauelvenass  of  a message  beoauee 
of  an  Increaae  in  the  credibility  of  the  message,  or  due  to 
a eet  else  effect,  or  due  to  Increased  message  retention; 
hence,  the  data  are  not  amenable  to  a single  inberprebatlcn. 
In  feet,  some  recent  research  by  Petty  and  Caoloppo  <196h) 
suBplolon.  Among  other  things.  Petty  and 

at  under  low  involvement,  subjects  were 

r the  quality  of  the  arguments.  They 
the  number  of  arguments  acted  as  a yielding 
lying  attention  to  the  content  of 


oonflrms 

Cacloppc 


concluded  that  tl 
cue  whan  subjects 


reteatloa  of  lafarnation  and  paralatanea  of  attiti 
chaaga.  Hovland,  Limadalna  and  Stiefrield  11909)  oeaaui 
raoall  of  nesaaga  argiaoanta  five  daya  or  nloa  waetca  afi 
aoldlara  were  expoaed  to  a propaganda  film,  using  a fe 
quiz.  Thef  found  that  ratantloo  waa  about  509  after  nl 
waeka  compared  to  five  da/a  after  exposure.  Hnuavar,  t 
opinion  measure  did  not  rafleot  iaomorphic  trends, 
the  firtaan  opinion  measures  reported)  seven  showed 
decrement  over  oina  weeks  while  the  remelnlng  eight  showed 


Hiller  and  Campbell  (1959)  eaamined  the 
attitude-memory  relationship  over  tine  using  a deslgn- 
Subjecta  beard  two  sides  of  the  argument  from  a Jury  trial, 
elthar  oonaeoutlvely  or  a week  apart.  Opinion  and 
retention  were  measured  immediately  or  s week  after 


presentation  vae  oounterbalanoed.  Based  on  t 
socelerated  deosy  ourve,  they  predicted 
advantage  for  message  two,  l.e.,  the  side  of  t 

and  maasuremant  Immediately  followed 
They  predicted  the  least  advantage  for 


1 negatively 
h week  apart 


le  data  aupportad 
a corralational  analyala 
oorrelatldD  batueen  tha  ne 


thetr  pradiatlona. 
aacunt  of  favorabla 


loforaatloo  raoallad  and  attituda  la  tha  iaoadlata 
aaaaaraoant  oondltion  but  not  In  tha  daloyad  neaauraaant 
Qondltlon-  In  tha  lattar*  a negative  correlation  waa 
obtained-  Thua,  thaae  raaulta  are  equlvooal  with  raapact 
to  tha  ralatlonahip  batuean  recall  and  attitude. 

Tha  lack  of  Isoaorphlaa  between  attitude  and  raoall  la 
aleo  evident  frod  the  data  reported  by  Papageorgla  (1963J. 
Papageorgis  neaaurad  retention  and  attitude  change 
iaaedlately  after.  S daya,  14  da/a,  cr  41  daya  after  axpoaure 
to  a aaaaage.  Though  the  retention  data  corraaponded  to  the 
olaaelcal  forgetting  curve,  the  attitude  ohange  Deaaure  waa 

Evidence  oonaiatent  with  these  flndlnga  la  reported  in 
the  darketlng  literature  by  Lichtenstein  and  Srull  <1985). 
They  found  that  when  subjects  were  eapoaed  to  an 
advartlaenent  with  epeolflo  Inatruotlooa  to  form  an 
evaluation  of  the  advertised  produot,  the  relationship 

recall  decayed  sharply  C50*)  over  a delay  of  two  days. 


Reyi  Sawyer 


{1971)  briefly 


nultiple  expeaurea 


f sdvertialns  and  brand 
advertlalng  ov 
noted  that  brand  naae  reoall  decayed  auoh 
ayllableat  but  for  attitude  oaaeureai 
decay  wae  quite  proncunoed. 

wltn  the  flndlnga  preaented  above.  They  exaaln 


isesaasa  I 


attitudee  a 
original Ly 


support  t 


Lc.  aeoaage  aourooi  and  aeaaage  arguaenta  — 

re  functionally  dependent  on  the  arguaenta  that 
Induced  attitude  change.  Subjecta  who 
re  arguaenta  ahowed  greater  attitude  changer  both 
Id  alx  weeka  after  exposure.  The  findings  of 
to  and  Tandell  (197h)  reported  earlier  alao 
functional  dependence  of  attitudes  on  arguaent 


Inconaiatency 


frequency 


a been  found  to  effect  the  pereletenee  of 
attitude  change.  Howeverr  Inccmeletent  reeulte  and  the 
poaaiblllty  of  altaroatiye  expleoatlona  auggeat  caution  In 
drawing  any  oonolualone.  Also,  correlational  data  from 
tlaa  trend  comparlaona  are  Inconoluslve.  It  5eea9> 
the  peralatenoe  of  attitude  change  la  likal? 
« related  to  Che  retention  of  the  Beaaaga  in  aooe  ooaplex 


As  notedt  there  is  no  slaple  relationship  betweer 
recall  and  either  initial  attitude  change 
peralatenoe  of  attitude  change.  let,  aa  Co 


Wadsworth  (1971)  hots*  it  Is  laplausibls  to  assuas  that 
Isarning,  broadly  dariosdi  is  uaralated  to  attitude 
obsngs  and  its  parsiatenoe.  One  possibility  is  that 
rateotlon  of  speeiric  subsets  of  a parsuaslye  aassaga 


are  oruolal  for  attitude  ohange 
aactton  exaainaa  whether  recall 


the  aessage 


Lta  persietaDoa.  Thii 
y particular  aspect  o 


Betestlon  Q] 


The  iaportanoa  of  retaining  the  gist  or  oonoluaion 
of  a aessage  for  the  persistanoa  of  attitude  change, 
flows  direotly  froo  two  of  the  hypotheses  extended  by 
Rovland,  tuasdalne  and  Sbeffleld  (1999)-  They  are  la)  the 
sBartlett  effeot"  hypothesis  and  (b)  the  general- 
oonolualona-only  hypotheeis.  The  "Bartlett  effect"  hypothesis 
poalta  that  for  eessagea  Chat  contain  not  only  argunents 
advocating  a particular  position  but  also  some 

quallfioatioos.  However,  the  cualificatlona  would  be 
forgotten  aore  rapidly  than  tbs  aaln  arguaents.  Hence,  over 
time  the  iapact  of  the  aessage  would  be  greater. 

Only  one  study  has  explicitly  tasted  the 
"Bartlett-effecC"  hypotheeis.  Pspageorgls  (1963)  presented 


aubjactj 


aeas&ga,  along 


qualification* 


exparlmantally  ralnatatlng  the  oooolualon  at  the  tlaa  of 


ahaolute  parslatenoa  of  attltudee  for  thoaa  aubjecta  who  nad 
the  conoluaion  ralnatatad. 

Cook  aad  Wadaworth  0971]  had  aubjecta  liaten  to  a tape. 


e oonolualoD  oi 


recorded  neaaage 


tttituds 


(dlagulsad) 


adDlnletered  lanediately,  ona  waakj  and  six  ueeXa  aftar 
exposure.  Attitudes  were  round  to  persist  for  those  subjects 
who  hasrd  the  coneluslon  seven  tlaes  and  had  received 

Watts  0967}  reports  that  retention  of  nessage  ooneluelon 
la  crucial  for  the  persistence  of  attitude  change,  at  least 
when  subjects  loprovlse  their  own  arguoenta. 

Finally,  a large  body  of  literature  on  Ispresalon 
fcmatlon  (Carlstcn  Llngla,  Ostrca,  Lalppe,  Qeva  and 
gaungardner  1979|  Uyar,  Srull  and  Gordon  19S4;  and 
others)  Is  also  consistent  with  these  findings.  The 
results  of  those  studies  ars  discussed  In  Chapter  Three. 

It  seeas,  tharafore,  that  under  certain  clrcuBstances 
the  retention  of  the  gist  or  the  ■eaaage  conclusion 
facilitates  persistence  of  attitude  change. 

The  Clssoelstlve-Cue  Hvootheels 

Both  the  perspective  that  posits  that  persistence  of 
attitude  change  Is  a funotloo  of  the  retention  of  all  eessage 
details,  and  the  perspective  that  posits  that  the  peralstance 
of  attitude  change  la  a function  of  the  retention  of  specific 
aspecte  cf  Che  oaasags,  aeecg  to  have  had  United 
success  In  clarifying  the 


relationship 


slApllstlo  dpa  t 
perspective  prt 


.ved  very  Halted  support.  Thf 


although  the  results  of  eaplrloal  studies  are  more 
enoouragingi  they  are  iacooclualve. 

One  prohlen  that  could  be  at  the  root  of  this 

la  the  aaaner  La  which  the  persuasion  proesss  is 
oonocptuallted.  Undarlylag  the  work  of  Rovland  and  his 
colleaguaa  waa  a two-faotor  theory  of  persuasion.  The 
first  step  Involved  sassage  lesrningf  and  the  second  step 
involved  asaooiatlng  the  nessage  to  a oue  that  caused  the 
recipient  to  yield  to  it.  This  perspaetlve  la  aabodled  in 
the  diesoolatlve-oue  hypothesis. 

Baaed  on  the  two-factor  oonceptualisatlon*  a 
oosplex  pattern  of  results  nay  be  predicted  over  tiae. 
When  the  contextual  cue  Increaasa  the  oredlbillty  of  the 
massage  (e.g.f  an  expert  souros]|  one  expects  a high 
degree  of  initial  attitude  change  hut  rapid  decay  over  tine 
as  the  cue  la  forgotten  or  diaaoolated  froa  the  oontsnt  of 

little  or  no  Initial  attitude  change  due  bo  the  oon- 

e forgotten  or  dissociated  frtxa  the  oesaags 


oountervalliD^  factors  are  at  work.  Tha  dissociation  of  the 
oue  leads  to  greater  yielding  and*  thereforei  a 
tendency  for  Increase  io  attitude  change.  Soae  of  the 
original  aesaage,  however,  has  also  been  forgotten  and, 


depending 


on  the  relative  strength 

10  a condition  in  which 
a positive  contextual  cue. 


decrease  at  a rate 
le  sasM  aeseage  was 


entire  range  of  results  have  been  observed.  For 
exaaple,  based  on  the  prellninary  results  obtained  by 
Eovland,  Luasdalne  and  Shefrield  (1949),  three 
experlsents  were  designed  to  provide  a strong  test  of 
the  dlsooolatlva.oue  hypothesis.  Hovland  and  Weiss 
M951)  nanlpulated  the  orediblllty  of  the  source  of  a 


acceptance/rejeocion  oue.  the  results  shoved  chat  neseagea 
froB  hlgh.oredlhlllty  sources  led  to' an  Initial  attitude 
ohange  far  exceeding  the  attitude  change  produced  by 
■ essages  froo  a low.credlblllty  souroe.  However,  after  a 
delay  of  four  weeks,  Che  Initial  attitude  change  had  declined 
for  messagae  froo  hlgh- 


approxlsately  SOS 


opKiiiiuuy 


BeaaageB  fron  lOH-crediblllty  soarcea.  In  fact*  attitn 
change  for  oeanagea  paired  with  lcw*crediblllty  aourcea  h 
Inoreaaed  tc  the  realdual  level  of  attitude  change  t 
aeaaagea  paired  with  bigh-oredlblllty  aourcea* 

waa  act  linked  to  a brief  atatenent  that  dlacounted  tl 

change  whan  the  dlaoountlng  cue  waa  learned  coapared  to  wh 
It  waa  not.  Helaa  did  not  find  an  abaolute  Inoraaae 


opinion  ohange* 

Kelsan  and  Hovland  (1953)  had  aubjecta  learn 
oieaaagea  frOD  hlgh-oredlbllltyi  low-credlbllltfi  and  neutral 


delayed  teatlng  two  weeks  later.  Is  the  abeenoe  of  acuroe 
relnatateaent  at  the  tlae  of  delayed  teatlng,  Che  data 
refleot  the  pattern  obtained  by  Hovland  and  Velas  (1933). 


Inoreaae  in  attitude  change  in  the  low-credibility 
oondltloo  nor  the  decrease  in  attitude  ohange  in  the  hlgh- 
credlblllty  oonditlon  was  obtained.  Ralean  and  Hovland 
(1933)  ascended  the  two-factor  conoeptuallcatlon  of 
the  persuasion  prooeaa  (referred  to  earlier)  froa  these 
data  and  coined  the  tern  dlsaoclatlve-oue  hypothesis  to 
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r«far  to  tbe  proaasa  of  flrat  osaociatlng  and  then 

Ttiua,  an  tuo  oooaalone  tHovland  and  Helsa  1951)  Kalian  aod 
Hoviand  1953)  attitude  Innraaaed  but  on  a third  (Waiaa 
1953)  it  daoraaaed.  The  loglo  underlying  the  pattern  of 
reeulte  ie  clearly  demooetrated  by  Kelsan  and  RoTland  (1953)- 
dloce  theae  early  studleai  aeveral  atudiee  have  been 
oonduoted  (cook  and  Inako  1968;  Sillig  and  Sreenuald  1970; 
Oruder,  Cook,  Hennlgan,  Play,  Aleaaia  and  RalaiaJ  1978; 
Raonah  and  Sterntbal  1980;  Rennigan,  Cook  and  Cruder  1982; 
Schulian  and  Horral  1970;  Watta  and  Holt  1979;  Uatta  and 
HoGuire  1980)  uhloh  report  a alillar  lizad  bag  of  findings. 

The  reaulta  auggeat  that  leasage  learning,  in  and  of 
itaalf,  la  not  sufficient.  The  nessage  has  to  be  aooepted. 
The  third  perspective,  which  is  diacuaaed  next,  oakes  this 


transition. 

MesBaae-evoked  thoughta 

This  perspective  holds  that  the  underlying  process 
that  links  learning  and  attitude  ohange  is  the  thoughts 
generated  by  the  recipient  upon  exposure  bo  the 
cooBunlcatlon.  The  thoughte  lay  be  related  to  the  leasage 
oontent,  or  they  lay  be  produced  oonplataly  Idlosynoratioally 
by  the  receiver.  Bsaentlally,  the  perspective  takes  a 
broader  view  of  learning  and  includes  leasage. evoked 
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ttioughta  as  nadlatora  of  attitude  odange*  In  tbla  aectlon* 
the  research  using  aessage-evoked  thoughts  la  briefly 
discussed. 

When  one  thinks  of  aesaaga-evokad  thoughtSi  the 
notions  of  counterarguaents  and  support  arguaanta  leap  to 
ones  mind.  In  the  discussion  belou,  a very  broad  parspeetlve 

persuasive  aeaaage  are 
conalderad  under  the  general  uabrella  of  aessage-evoked 
thoughts. 

Though  the  expliolt  aeaeureaent  of  Idiosyncratic 
reaponses  was  introduced  only  In  1968  by  Graanwald  (1966), 
the  Importance  of  such  thou^ts  has  been  Implicitly 
recognised  for  some  time  (Hovlaod,  Luaadalne  and  Shaffleld 
19991  Rcviand,  danis  and  Kelley  1953;  Xelaan  1953).  Is  noted 
earlier,  the  delayed-fllterlng-of-coaplex-iaplloatioas 
hypothesis  posits  that,  for  ccmplex  aesaages,  the  full  Import 
of  the  message  aay  not  be  apparent  at  the  time  of  exposure. 
With  the  passage  of  time  and  exposure  to  new  contexts  In 
uhloh  the  Information  beconea  relevant,  the  distal 
Implications  of  the  message  may  become  apparent.  The 
realisation  of  the  distal  implications  rsaults  from  cognitive 
activity.  Thus,  there  la  an  implicit  acknowledgemant  of 
cognitive  reaponses  ae  madlstors  of  the  attitude  change 


conaldera 


floplrleal  avaluatlona  of 
HoGulro  (1960) 
ttim  sylloglstI<»I.ly 
the  proposltlona  stfitei 
agreeaent  with  which  wo 


this  hypothesis. 

presented  autijeeba  with  sets  of 
related  propositions;  that  ls»  two  of 
d positions  on  a pair  of  Issuesi 
uld  logloslly  imply  agreement  with 
third  issue.  The  three  propositions 


making  up  a aylLogtam  appeared  in  different  parts  of  a 
queationnalrst  interspersed  with  the  propositions  of  other 
syllogisms.  In  the  first  experimental  session,  subjects 
were  asked  to  Indicate  the  extent  of  their  agreement  with 
eaoh  proposition.  In  the  second  session,  a week  later, 


e presented  that  argued  in  favor  of  one 
the  premises  from  eaoh  syllogism.  SuDJeots'  agreement 


second  session,  subjects'  agreement  to  the  proposltlona  was 
again  measured.  The  results  showed  that  subjeots' 
opinions  on  related  but  unmentloned  issues  changed  over  a 
delay  of  one  week  when  they  were  confronted  with  a 


Imed  lately 


T«s9«r  I973i  Ta«ser  1976j  Teaser 
Cowao  1975t  1977|  Teaser  end  Le 

The/  found  that  aubjecta  who  wei 

Teaaer  1976|  Teeaer 

opportunlt/  to  think  aboui 
<973;  Teaser  end  Co 

1977)  eahlbued  greater 
oonpared  to  aubjecta  i 
loportantlyi  the/  found  tt 

polarisation  (Sadler  and 
and  Conlee  1975;  Teaser  ai 

h/potheaia  also  cone 
Patohen  ( 


.8  colleagues  (Sadler  and 


Leone  1977)  or  provided  an 

e 1975;  Teaaer  and  Cowan 

in  such  sltuatlooa.  Kora 
providing  subjects  with  acre 
sue  led  td  greater  attitude 
er  1973)  Teaser  1976;  Teaser 


work  of  Stotlandr  I 


959)  on  prejudice  reduction  through  self-lnaight. 
that  for  cooplea  anti-prejudice  Beaaagea  there 

e was  a significant  increase  several  weeks 
Si  although  the  Individual's  cognitiva  reeponaea 
a realignaent  of  beliefs  were  not  aeaauredi  It  is 
: the  existence  of  cognitive  activity  in 
to  oeasage  exposure  is 


iBpliolt 


rflaa&rob  approaohas-  In  facti  Taaaar  explloltly  arguaa  that 
attitude  polariaatlcD  raaulta  rran  thinking  about  tha 
iaaua*  Tha  raaaaroh  on  cognitive  diaaonancat  balanoa 

Spiro  tl980)  for  a dlaouaalon  of  thl#  point). 


Tba  literature  then  shoua  that  the  Inportanoe  of 
cognitive  reapooeaa  haa  been  long  raoognizad.  It  waa 
not  until  Oreanwald  (1988).  however,  that  these  reaponaea 
were  directly  laaaured.  Following  its  introduction,  the 
praotioe  of  BOasurlng  oognitiva  reaponaea  directly  becaae 
popular  both  in  Barketiog  (eg..  Belch  1981,  1982;  Corn  and 
Helnbarg  1984;  Kelson,  Dunoan  and  Frontoaak  1985;  Swaay  and 
Hunch  1985;  Kri^t  1973.  1974,  1975;  Taloh  and  Elmore-Taloh 
1984)  and  in  social  psychology  (eg.,  Gaidar,  Insko  and 
Tandell  1974;  Gillig  and  Greenwald  1974;  Petty  and  Cacicppo 
1979,  1984).  In  general,  these  atudlaa  found  a statistically 
significant  rslaticnahip  between  oognitiva  reaponaea  and 
attitude  under  a variety  cf  situatlona  (see  ippandin  A). 
Onfortuoataly,  none  of  tha  sarketiog  atudiea  have 
exaBined  the  relationabip  between  attitude  and  cognitive 
reaponaea  over  tlae,  and  only  two  atudiea  in  aoclal 
peyohology  have  eiamlned  this  relationship. 

In  one  of  tha  atudiea,  docuBented  by  Greenwald 
(1968),  subjects  received  an  opinion  pretest,  after  which  a 


pred«nced 


printed 


oootalned  three  arguaenta.  rollo«lng  esoh  argument  were 
fflur  blank  llnaa  provided  Tor  the  aubjeot  to  write  a one 
aentenoe  reaction  to  the  nato  point  of  the  paragraph. 
Thia  procedure  nerved  to  obtain  a naaple  of  cognitive 
responaea  rebearaed  during  the  persuaalon  altuation. 
After  the  ocanunlcatlon,  aubjects*  reaotiona  were  again 
aaaeaaed  ualng  a thought-llating  procedure.  A recall 
measure  uaa  also  administered.  One  week  laterr  opinion  and 
thought  elicitation  meaauree  were  again  administered. 
Analysis  of  Che  data  revealed  that  cognitive  responses 
olaasifleo  as  support  arguments  end  oountararguments  were 
more  strongly  correlated  with  attitude  than  meaaurea  of 
meaaage  reoall  both  immediately  and  after  a delay  of  one 

Calder,  Inskc  and  Xandell  1197^}  report  the  results 
of  the  only  other  study  that  has  examined  the  cognitive 
reapcnsa-Judgaent  relationship  over  time.  In  that  study, 
subjects  heard  defense  and  prosecution  arguments  from  a legal 
case.  Heasuras  of  subjects'  cognitive  reaponeea  and  verdict 
were  recorded  either  imadlately  after,  one  week  after,  or 
two  weeka  afterward.  Cognitive  responses  coded  aa 
externally-originated,  person-modified,  and  peraon-generacad 
were  again  found  to  bo  strongly  corrslated  with  Judgment  in 


38 


tba  lonedlite  and  delay  oondltlons>  Tbeae  two  studies 
are  diacuaaed  in  more  detail  la  Chapter  Three.  For  the 
presenti  It  le  Inportant  to  note  that  although  both  studies 
found  a strong  relationship  between  cognltlwe  responses  and 


generallaad  to  the  marketing  context. 

There  are  a nuDber  of  reas 
Greenwald  (1986)  used  a repeated  s 
noted  earlleri  Intervening  measures  bias  the  results  of 
later  measures  (Lichtenstein  and  Srull  1985).  Second,  the 
method  of  cognitive  response  elloltation  used  by 
Greenwald  was  unsuitable.  He  required  subjeots  to  write 
down  a one  sentence  reaction  at  the  end  of  each  paragraph 
of  the  message.  The  measurement  procedure  la  likely  to  have 

generate  a meaningful  and  "intelligent”  response.  Such 
responses  may  not  have  occurred  naturally,  l.e.,  in  the 
abeence  of  Instruotlona  to  write  down  their  reaotlone  after 
each  paragraph  of  the  message.  Third,  Gaidar,  Insko  and 
Tandell  (1979)  utilised  a between*aubjects  design.  They 
explicitly  informed  tba  eubjeots,  prior  to  the  presentation 
of  the  stimuli,  that  they  would  he  required  to  access 
the  information  to  be  presented  and  use  it  bo  make  a 
judgment  when  they  returned  for  the  aecond  session.  These 


iostruotiona  ara  llkaiy  to  have  Influeneed  the  aubjecta' 
procaaalQS  atrataglea  aa  vail  aa  proopted  thea  to 
rahaaraa  tha  argunenta  during  the  iatarvanlng  dalay. 


oarlcatiog.  Thuaj  tha  reaulta  of  thaaa  atudiaa  oannot 
Blaply  be  gaoarallzed  to  the  narkatlng  context- 


raapoQaaa  were  auparior  to  raoall 
attitude.  Tharafora,  their  atudy  > 
oontentlon  that  oognltlve  reaponaaa 
aaaooiated  vitb  attitudaa  over  tljie. 
atudiaa  dlaouas  hov  dlffarant  tj 


that  oognitlva 
pradlotora  of 
QOt  aupport  the 
BOre  atrongly 


raaponaaa  decay  over  tiae  or  which  typea  are  more  or 
laaa  loportant  in  influencing  attitudaa  at  dlffereot 


perioda  In  tlna. 


Conclualona 


The  literature  reviewed  in  thla  ohaptar  ahoua  that  we 
atm  do  not  have  a very  good  undaratanding  of  the  affaota  of 
a perauaalva  leaaage  over  tine.  Although  it  ie  generally 
agreed  that  attitudea  at  any  point  In  tine  are  a function  of 


attitude-relevant  eognitlona  available  in  eieaory  at  that  tljee 
<aae  Hannah  and  Sternthal  1984;  Hocb  1984j  Kialellua  and 
Sternthal  1984  for  a recent  afflraation  of  thla  ballef), 


auplrloel  fiadlags  have  not 


that  peraiatenae  of  attitude  oh< 
.11  eeaaaga  detaila- 


ant  in  the  reaearoh 
A fee  abudiaa  have 

nouever,  aany  other 


Deaaage  ai 


a failed  te  find  aaor 
'e  found  a ralaticnahip  hetui 
36ta  (e.g.,  the  o.oDclueionJ 


relationahlp.  Sosa 


id  parelatenee  of 
attitude  ohange,  but  atill  others  have  not.  Finally, 
aose  have  argued  that  the  persiatenoe  of  attitude  change 
ia  related  to  the  retention  of  an  individual's  oognitive 

learned.  Only  tuo  studies  in  the  latter  tradition  have 
exaslned  the  nature  of  the  attitude-oognitive  response 
relationship  over  tloe.  Although  these  two  studies  did  find 
slgnificeot  oorrelatioos  betueen  cognitive  responses  and 
attitudes  over  tine,  their  results  cannot  be  generalized  to 
the  advertising  oontext  for  several  reasons. 


the  relationahlp  betueen  saeory  and  attitude  change  over  tlse 
in  a systSBStle  Banner.  This  thesis  atteapts  to  present  Just 
such  a syetaaatlo  Inveatlgstlon.  The  reaearoh  seeks  to  sake 
six  oontributlone.  First,  tha  reaearoh  exaBlnes  whether 


Infornation  presented 


oognitive 


l9  davaloped  tnat  eat«gorlzia  reapcnses  into  oatftsories  that 
are  (a)  inportant  aa  predictors  of  attitude  aad  (t) 
differentially  aeasitlTe  to  the  effects  of  time.  It  Is  hoped 
that  this  scbene  will  peroit  Bore  accurate  prediction  of 
brand  attltudeSf  particularly  after  a delay.  Thirdt  it 

attitudes.  Pocrtb,  a nunber  of  operational  aeasures  of 
recall  and  oosnltlve  responses  are  eraluatad  to  determine  the 
operational  measure  that  best  predlots  brand  attitude. 
Fifth,  the  affect  of  prior  knowledge  and  ayallablllty  of 

link  is  examined.  Finally,  this  study  seeks  to  ecaluate  the 
generallaablllty  of  the  findings  from  social  payobology 
between  memory  and  attitudes  to  the  adrertlsing  context. 

Qiven  these  objectives,  the  first  step  is  to 
develop  a coding  scheme  that  partltlone  the  cognitive 
responses  to  an  advertisement  into  a set  of  oategcrles  that 
are  differentially  sensitive  to  the  effects  of  time. 
In  Chapter  Three  a framework  Is  developed,  based  on  the 
literature  on  the  retrievability  of  memory  traces,  that 


rorgettiji^,  and  (b)  ara  Ijaportant  aa  aotecadanta 
attltuda* 


OUPIER  THREE 

AHTECEDEHTS  OP  ATTITnCE;  A FRAMEWORK  FOR 
THE  EXAMINATION  OP  DEUY  EFFECTS 

Tntr&duotion 


brand  attltuda  bacauae  it  (a)  appears  tt 


gbod  pradiotor  6l 


Cb)  facta  ara  forsocten  rapidly-  Second- 
categories  are  Identified  that  are  (a) 
atablllty  over  tloe-  and  (b)  lopcrtant 


cognitive  response 
different  In  their 
as  predictors  of 


Heacry  for  Paota 

BelationahlQ  between  faot  Heoall  and  Attitude 

The  literature  euggeata  that  the  relatlonablp  between 
fact  recall  and  attitude  judgaant  la  oontroveralal.  Hany 
researchers  working  with  very  different  paradlgoa  have 
failed  to  find  a relaticnahip  between  faote  recalled  and 
attitude  IBelch  1982;  Beloh  and  Lutz  198I;  Dreban* 
Flake  and  Saatie  19T9;  Creenwald  196S;  Kaakina  19e«!  Petty 

and  caoloppo  1979i  Watts  1967;  Wright  1973,  1974,  1975). 
Eaakihs  C1964)  reports  on  the  reaulta  of  seven  proprietary 
Barkating  atudiaa  Cof  the  28  atudlaa  reported,  seven  were 

a significant  relationship  between  attitude  and  fact 
recall.  The  studlea  inoluded  experlnenta  as  well  as 
aurveya,  single  and  oultlpla  exposure  daslgne,  cheap  and 

durables  aa  wall  as  non-durables. 

Eecently,  Llohtenstein  and  Srull  (1965)  have  shown  that 
when  advertlaeBents  are  viewed  with  the  objective  of 
Baking  an  evaluation,  the  correlation  between  faot  recall 


further  atteouatid 


cognltlva  raapoDaa  literature  la  aurprlalngl; 
its  failure  to  find  a relatlodahip  betueen 
fact  recall  and  attitude  Judgaent'  In  faoti  Creenuald 
(I9dd)  auggeated  a anift  of  perapective  from  fact 

failure  bp  pact  reaearohere  to  obtain  a ralatlooablp 

Darketljig  wbo  have  uaad  tbe  cognitive  reaponae  oetbodology 
(e.g.,  Baloh  1981,  1982  Wright  1973,  1979,  1975)  nave 

replicated  Creanwald'a  (1988)  finding,  l,e.,  the  lack  of  a 
algnlflcant  relatlonahlp  between  recall  and  attitude  but  a 
etroog  relatlonahlp  between  oognltlva  reaponeea  and 
The  resulta  have  been  replloated  uaing 

aided,  ccDparatlve  veraua  non.conparatlve),  different  nedla 
(IV,  radio,  and  print),  different  levala  of  repetition, 
different  products  (soybean  food,  toothpaste,  and  shampoo), 
end  different  levels  of  Involvement, 

The  weak  relatlonahlp  betwaan  maocry  for  apeolflc 
faota  and  ludgnent  is  also  supported  by  research  in  social 
ccgnltloo,  Andersen  and  aubert  {1963)  presented  subjects 
with  trait  adjectlvea  In  an  Impreaslon-forastlon  situation. 


Thalr  rasulta  show  a atrong  prloaoy  effact  la  Inpresaian 
fornatioa  but  a large  reoeacy  effect  la  recall*  They 

tralta  were  Indepeadently  etored  and  acceaaed  la  meBory. 
Dreben*  flake  and  Haatla  C1979]  report  a atudy  in  which 
they  replicated  theae  effecte.  They  feund  that  teaporal 
deleya  had  a atreng  effect  cn  recall  but  a anall  effect  cn 
evaluative  Judgoent* 

Though  a large  nuaber  cf  atudiea  have  failed  to  find 
a relationahlp  between  attitude  and  recall*  the  laaue  la  far 
fron  cloaed.  A number  of  reaearchers,  alao  having  very 
different  crientatlona*  have  reported  large  and  aignifieaot 
correlationa  betueec  recall  and  Judgoent  (Table  3*( 
preaenta  a aUBBary  of  the  findlnga).  Stapal  0971) 

Uouaawlvea*  who  were  readers  or  oon-reeders  of  a woBen'a 
Bagaalne  (Karariet).  were  interviewed.  Participanta  were 

advertiaeoenta  in  the  Bagatine.  They  were  then  aaked  to 
recall  the  eleaents  of  the  advertieeaent.  Nexti  the 
a shown  to  the  participants  and  they  were 
o Indicate  their  intent  to  buy.  Those  who  clalaad 


would  deflaltily 


or  products.  One  product  was  tbs  Ltttlo  Honda  Hoped  which  had 
baan  advartlaad  only  in  Hararlet  and  not  in  any  other  woaan’a 
■asaalne.  Results  show  that  non-raadara  of  Hargriet  and 

likely  to  indicate  an  lotantlon-to-buy  Capproxlnataly  5% 

recalled  the  advertlsaaent  (45]  indicated  intent).  Though 
these  results  are  cooaistant  with  a learning  theory  based 
explanation  of  the  relationabip  between  recall  and  attitude, 
the  interpretation  la  open  to  puastion  baoauae  of  two 


reasone.  yirat,  altarnatlTe  explanations  baaed  on 
failliarlty  (Za}onc  I960)  Hoore  and  Rutohinson  1963,  19SS; 
Obermlllar  1985)  and  brand  loyalty  are  possible.  Second, 
the  design  utilized  does  not  rule  out  the  poealbllity  of 
deaand  artifacts. 

Pabar  and  Storey  (1984)  report  data  from  a telephooe 
survey  of  154  reapondenta  regarding  recall  of 


political 


advertiseoQnts 


1992  suberaatflrlal  elBctlODS 


Texas*  Anong  otner  things*  they  found  reosll  of  ad  olaljas  to 
be  atrongxy  related  to  voting  behavior*  Of  partloular 

noD*prsferred  candidate's  coeneroial  was  highly  asaoeiated 
with  voting  behavior.  The  signifioanoe  of  the  latter 
finding  la  diaousaed  later* 

watts  and  KoOulre  (1964,  see  Chapter  Two  for  a 
description  of  the  atudy)  coapared  the  recall  tiae  trends  for 
the  DUDber  of  oessags  arguaeots  recalled  with  attitude  tiae 
trends*  They  concluded  that  attitudes  are  functionally 

and  Tandell  (19T>>)  found  tbat  recall  bias,  i.e*,  a ratio 


constructed  by  dividing  the  nuaber  of  defense  arguaents 
recalled  by  the  total  nuaber  of  arguaents  recalled 
(prosecution  and  defense  arguments),  correlated  with 
Judgsent  and,  acre  laportantly,  the  oorrelaticns  were 
as  large  as  those  between  cognitive  responses  and 
Judgment  (the  study  was  conducted  as  a simulated  Jury  trial, 
see  Chapter  Two)* 

In  another  study,  set  in  the  context  of  a Jury 


Reyes,  Thoapecn 


Judgnent* 


aie&al  and  Cnakravartl  0982,  1986)  eaanlned  th« 
relatiooadlp  betwaan  brand  obolda  and  tha  aaaaaslblllty  of 
loforBatlca  in  oenory.  Baaed  on  thalr  flndlnga,  Blabal  and 
Chakravartl  nonoludad  that  choice  waa  contlndeDt  on 
Infcnaatlon  aoceaalblllty. 

Shaman  at  al.  [1983)  had  eubjeota  read  dauilad  faotdal 
InfonDatloD  about  an  upooalag  football  game  and  then  asked 


a slgnirioaatly  e, 
la  atudy  are  dlacuased  1 


for  their  judgment  aa  to  which  o 
Results  showed  that  raoall  bias  we 
with  Judgment  (tha  results  of  th 
more  detail  In  the  next  section). 

Finally,  adesrtlaing  practitioners  have  long  railed 

Wallace  1969j  Thonpaon  1978),  and  the  Federal  Trade 
Comlaalon  often  relies  on  recall  teats  t 
Infcrmation  obtained  at  one  tine  mj 
purohaae  decision. 

Clearly,  the  Issue  is  complex,  a 
t recall  la  or  la  not  related  ti 

le  useful  approaoh  la  to  contrast  the 
studies  that  report  elgoifloant  correlations  between 


o determine  how 
•ght  Influence  a 


a simpllatlc 
o judgment  would 


Judgment 


ANALYSIS 


STUDIES 


L-JUDOMEST  BELATIOBSHIP 


3.1  COKTIffllED 


Importance  Welgbta 

2 Contextual  Inroraatlon 
s Prior  Knowledge 
» Prior  Jud^nt 

s Method  of  Analysla 
• Type  of  Stimuli 
s Not  Jpplloabie 
: Ho  information 


e Cootextual  Infomation  preeent 
s No  oontextual  lofomatlon  preaent 
= lime  Trend  analysis 


COMTIKtlBB 


the  persuaelon  procesa  fKoCuire  1968;  Ujar  1974>|  which 
underlies  the  perspective  adopted  here,  reduirea  that 
reolplehte  of  a persuasive  oesaage  (a)  learn  the  aeasage 
argumeatst  and  (b)  aeoept  or  /leld  to  the  oesaage  arguments* 


relationship  between  recall  and  attitude  obange  is  that 
recall  reflects  learning  of  the  oeasage  (the  first  stage)  but 

olaioed  that  It  had  feature  7 but  not  believe  it  and, 
therefore,  not  accept  it  (l,e>,  not  yield  to  It)* 
Studies  that  have  not  leaaured  acceptance  of  the  recalled 
slaoents  te.g*,  Belch  19B1,  1983)  generally  fall  to  find 
a correlation  between  recall  and  attitude*  Studlae 
that  do  not  aeasure  bellavablllty  but  report  a 


relationship  between  recall  and  attitude  change  are  studies 


that  have  used  oeasagea  In  which  each  arguoent  was 
convinolng,  and  hence  each  arguoent  learned  was  likely  to 
be  spontaneously  associated  with  a yielding  oua*  for 
instance.  Watts  and  MoOulre  (1969)  presented  subjects 
with  a four  paragraph  (*680  words)  message  that  ocntalned 
three  arguments  advocating  a position.  The  first 


paragraph 


floonunlaatoi*  faaored  tha  topic.  Bach  aubsequont  paragraph  waa 
devoted  bo  developljig  la  detail  one  of  the  three  argunents. 
The  aeaaages  were  written  authorltatlvelpj  with 
frequent  oltatlon  of  facta  and  flgurea  bearing  on  the 
point.  Calder,  Inako  and  Yandell  (197*1)  preaented 
aubjecta  with  a aet  of  proaeoution  and  defenae  arguoante 
abatraoted  froo  a real  caae.  Bach  arguaent  coneiated  of  tha 
teatlaony  of  one  wltneaa  In  tha  trial.  Clearly,  both 
atudlea  uaad  uteaaagea  that  wore  likely  to  lead  bo  apontaneoua 


not  only  aatarlal  that 
got  aurprlalngly, 


cue  aa  the  arguaent  waa 
I recall  waa  likely  to  refleot 
n learned  but  alao  aooapted. 
idlea  report  a aigolfloant 


relatlonablp  between  racal I and  peralatence  of  attitude 
change.  The  dlatinotlon  being  made  here  la  analogoua  to  the 
dlatlnotion  between  knowing  that  Z aaid  Z hea 
oharaoterietlc  T and  believing  that  Z poaaeaaea 
oharaoterletlc  T — a dlatinotlon  etreaeed  by  Piabbeln  and 
Ajaen  (1975). 

believe  that  all  Deaaage  arguaenta  are  equally  important, 
let,  many  if  not  most  atudlea  treat  all  the  recalled  eleoenta 
alike.  It  la  not  eurprlalng  that  these  studies  alao 


ralatloashlp 


attitude.  Tus  studies  that  report  a eigsiricast  relationship 
hetwesD  judgnent  and  recall  CReyear  Thonpaon  and  Bower 

or  a weighted  raoall  aeasure.  Rayea,  Thoopaon  and  Bower 
(19B0)  suggested  that  the  use  of  a preferential  reoall 
aodel  nay  be  oore  approrlata  than  an  unweighted  nodel. 
They  distinguished  between  poaltlwe  (P)  and  negative  (N) 


attributes  recalled  to  the  total  nunber  of  attributes 
recalled  tP/[P*M]).  This  Index  was  then  oorrelatad  with 
Judgnent.  Shersan  et  al.  (1983)  used  a slightly 
different  nodal.  They  had  aubjeots  weight  each  eleoent  of 
recall  on  a four-point  aoale  that  Indicated  Its  iaportance  In 
the  final  Judgnent.  Nextr  the  nunber  of  positive  elements 
recalled  about  teams  one  and  two  (is  narketlng  these 
would  translate  to  oonpetlng  produots)  was  computed. 
Plnally.  a weighted  sun  of  the  positive  Iteets  recalled 
about  team  one  (T,)  upon  the  weighted  sun  of  the  positive 

computed  (T^/ETj-rTg})  and  oorrelatad  with  the  probability 
of  tean  one  winning.  This  latter  ratio  la  a more 
sensitive  Index  for  relating  reoall  to  Judsaent  (Luoa  1959). 


ivillablllty  of  prior  .iudcianta.  Daln£ 


paraoD  recalls  about  an  objeot  to  predict  bia/ber  attitude 
toward  that  object  aesunes  that  tbs  person  uses  the  reoalled 

situations, for  situations  In  whloh  prior  JudgDsnts  exist, 
e.g..  Id  repeat  purohase  situations  or  In  situations  where 
the  InforBStlon  was  prooessed  In  an  evaluatlse  oode  at  the 

unwarranted.  When  prior  Judgments  have  been  sade  and  are 
available  in  nemory,  people  may  simply  retrieve  the  stored 
overall  evaluation  and  use  it  to  aalce  the  Judgient  instead  of 
recomputing  an  overall  evaluation  based  on  the  retrieved 

Bvidenoe  for  this  comes  froi  the  empirical  work  of 
Sherman  ot  si.  (1W3)  and  llohtenatein  and  Srull  (19fl5). 
Sherman  et  al,  (19B3)  presented  subjects  with  detailed 
factual  information  about  two  football  teams  that  were  pitted 
against  each  other  in  an  upcoming  game.  Some  subjects  were 
told  to  read  the  Information  with  a view  toward  explaining 
a hypothstloal  victory  by  one  team  or  another  {before 
condition).  Other  subjects  were  not  told  about  an 
explanation  task  prior  to  reading  the  material.  Some  of  theee 
subjects  were  given  a reoall  set  (after-recall  condition)  and 


Subjects  in  tbe  latter  tuo  eoadltlons  were  told  about  the 

that  recall  blaa  la  correlated  with  Judgment  {O.bil}. 
Howevari  the  oorralations  varied  signlfioantlr  across 
oooditlona.  The  oorrelatlcoa  were  large  and  slgnirioant  in 
tbe  before  Co.tg)  and  after-recall  f0.6l]  oonditioas 
but  not  for  the  after-iapreaslon  condition,  where  the 
nean  correlation  was  only  0.?t.  The  authors  propose  that  in 

Judgaenta  (which  were  salient  in  aeaory)  and  not 
bothering  to  re-evaluate  the  details. 

Slailar  results  are  reported  by  Lichtenstein  and  Srull 
(19&5).  In  that  study,  eubjaota  aaw  an  advertisaaeot  and 

grafloatioBl,  coherent,  and  interesting  it  was.  The  results 
indicate  that  across  positive,  negative,  and  neutral 

oorralation  between  the  evaluative  Inplioatlon  of  recall  and 
Judgment  ranged  frcm  P.St  to  D.7S  in  tbe  condition  in 
which  aubjeots  were  raquired  to  check  the  advertlaeaents 

subjects  were  given  an  evaluative  task,  the  correlations 
were  much  sealler  and  ranged  from  as  low  as  0.1]  to  a 


abaeoce  of  a prior  evaluation^  the  evaluative  laplioatlon  of 
tbe  detalla  recalled  eignificantly  affecta  lud^ent* 
Rouevert  when  prior  overall  evaluatlona  are  available,  people 

a new  evaluation  baaed  oo  tbe  retrieved  facta. 

Tbeae  resulta  are  conalatent  with  tbe  recent  tbeorlaing 
of  Raatla  and  Park  (19963.  Haatle  and  Park  propoae  that  the 
way  In  wbloh  Inforaatlon  la  proceaaed  at  enooding,  i.e.,  in 
an  evaluative  aode  (they  refer  to  it  aa  on-line)  or  a 
learning  node  (they  refer  to  it  as  aenory).  Is  the  key 
deternlnant  of  whether  recalled  feota  are  predictive  of 
Judgnents  or  not.  When  inforaatlon  la  prooeaaed  in  an 
evaluative  node,  retrieved  facta  are  not  predictive  of 
Judgaent.  When  InforDatlon  la  alaply  stored  in  Deaoryi 
Inforaatlon  retrieved  at  the  tine  of  attitudlnal  judgaent  la 
predictive  of  the  Judgment. 

Reetrictlon  of  ranae.  £agly 


suggested  that  the  failure  t> 

range  restriction.  They  argue 
Inveatlgations, 
oonatraln  aubjeota  t 
arguaente.  This  tends 


Chaiken  (196b)  have 
nd  a ocrrelatlon  between 
I probleota  aascclated  with 
.at  in  aany  experiaeotal 
a few  arguaente  and 
oae  attention  to  Che 
a high  and  relatively 


>«  attenuated 


sail  correlation  ofti 
receptlon*persuasion  link  a* 
range  of  the  reoalX  variable. 

Definitional  Problaae.  Finally, 


used  the  tern  recall  la  different  ways.  For  instanoe, 
Craig,  Sternthal  and  Leavitt  (197S),  Moore  and  Eutchlnaon 
(1983,  1984),  Bay.  Sawyer  and  Strong  (1971),  and  Stapol 

attitude  rstlnga.  Belch  (1981,  1982),  Llohtonetaln  and 
Srull  (1983),  Faber  and  Storey  (1984),  Wright  (1973, 
1974,  1975)  have  ooapared  oopy  recall  to  attitudes. 
Surely,  these  diffarenoea  In  the  operationalisation  of  the 
recall  variable  have  Inplloatlons  for  the  raoall-attitude 
relationship.  In  fact,  even  the  theories  underlying 
these  two  opera tlona lUatlona  are  different.  The 
enpeotatlon  that  brand  nase  raoall  will  predict 
attitudes  Is  baaed  on  the  familiarity  hypotheslo  (Zajono 
1968,  see  also  Moore  and  Hutohlnson  1983,  1984).  The 
eapeotatlon  that  copy  recall  predlota  attitudes  la  baaed  an 
laamlng  theory — an  approach  pioneered  by  the  Tale  School 
(e.g.,  Hovland,  Janie  and  Belley  1953)  . 


so 

Tliijaf  it  seems  that  tbe  Slfferencea  In  the  findings  of 
prior  reaearoh  may  stem  from  dlfferenoea  in  (a)  the 
operatlooaX  measure  of  fact  recall  used,  and  (b1  the  way 
information  la  processed  at  snocding.  In  this  researchi  a 
number  of  different  operational  maasurea  are  ccopared.  The 
alternative  measuraa  ccnaldered  are  developed  on  the  beals  of 
the  precedins  dlsau8Sion>  The  comparison  ahould  permit  the 
identification  of  the  operational  measure  of  fact  recall  that 
best  predicts  attitude,  lleo,  the  Inpaot  of  the  availability 
of  prior  overall  aveluationa  on  the  recall-attitude 
relationship  is  examined. 
availability  of  contextual  Information 

In  his  review,  Raelcins  (1964^  speculated  that 
recall  of  facta  may  Oa  important  as  prediotors  of  attitude  in 
situations  in  which  the  orasumer  has  facts  about  competing 
products  available  to  him/her.  Support  for  this  cornea  from 
the  work  of  Belch  and  Lutx  0981),  Biahal  and  Chakravarti 
<1983).  Sherman  at  al.  0993],  and  Pabar  and  Storey  (1984). 
Belch  and  lutx  (1901)  compared  the  effeotiveneas  of 
comparative  ads  with  their  non-comparative  counterparts.  The 
finding  of  interest  is  that  recall  (number  of  items  recalled) 
correlated  with  attitude  for  those  exposed  to  the  comparative 
version  of  the  ad  but  not  for  those  exposed  to  the  non- 


Blehal  ami  CTakravartl  (19B2)  praaanted  subjects  uitJi  s 
brand  x attribute  natrlx  and  then  manipulated  learoing  ec 
as  to  cause  differences  in  aoeesslblllty.  As  was  noted 
earllerr  choice  was  found  to  be  contingent  on  Information 
aooeaelblllty>  Sherman  at  al.  (19S3)  presented 
Information  on  two  football  teams;  once  again,  detailed 
information  was  awallabla  against  which  the  object  to  be 
evaluated  oould  be  compared.  The  same  holds  for  Faber  and 
Storey  (198«).  In  fact.  they  report  a strong 

oaodldate’s  oommeroial  and  voting  behavior,  thus 
providing  direct  support  for  this  argument. 

It  Is  Interesting  to  note  the  similarity  between  this 
argument  and  the  recent  theorising  of  Johnson  <19flb). 
Johnson  was  Interested  in  understanding  how  oonsumers  made 
etaolcea  across  non-oomparab le  alternatives  <e.g.,  a bicycle 

non>conparable.  oonsumera  used  abstract  dimensions  <of. 
abstraotlcns)  along  which  the  alternatives  were  oonparable  to 

with  a stereo,  the  abstraot  dimensions  enjoyment 
and/or  usefulness  may  be  used.  Now  oompare  this 
situation  to  situations  In  which  the  consumer  oompares 
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Infcrnatloft  on  only  cna*  In  auoh  altuatlona*  details 
Tor  one  brand  are  a7allable  in  aenory  or  externally,  but 


otbers,  Tbu  availability  of  different  levels  of  Infomatlon 
leads  to  "Don-coaparability,''  and  the  eobsuDer  nay  be 


inforoatlon  stored  In  oSBOry  to  oaks  a Juddaent.  If  so,  It  Is 
hardly  surprising  that  recall  falls  to  correlate  with 
Judgaenta  in  those  studies  in  Hhlcb  Inforaatlon  on 
multiple  objeots  (brands)  was  not  presented.  Kost 
advertising  etudlas  and  the  studies  froo  social 
psychology  that  have  been  eited  deal  with  a single 
brand/Ob Ject. 


Thus  In  the  advertising  context,  one  can  expect  recall  & 
oorrelate  with  attitudes  when  coBparable  1 
coapetlng  brands  is  available, 
ooaparatlve  advertising  Is  used,  or  when  coopetetlva  activity 
makes  inforBStion  about  ooBpetlng  entries  salient,  or  when 
such  InforDBtion  Is  available  externally  at  the  tlse  of 
decision  Baking  in  the  form  of  package  labels  and/or  in-store 
displays. 


In  this  research,  the  Inpact  of  the  availability  of 
ooBpetetlve  inforoatlon  on  the  reoall-attitude  relationship 
la  exasined  by  experlBentally  nanipulatlng  the  availability 


of  conpetatlvo  brood  loforootlon  (context  ooolpulatlon). 
dstallo  of  tbfl  oaoipulotlon  are  preoonted  In  Cbapter  Save 


to  play  an  loportant  pola  aa  a predtotor  of  attltudlnal 
judSBOnt.  In  thia  reaearoh,  a nUBper  of  tna  laauea  raiaad 
are  exaBined.  Flratr  alternative  operational  aeaeurea  of 

predictor  of  brand  attitude.  Second,  the  iBpaot  of  the 
availability  of  inforBation  on  competetive  branda  on  the 
reoall«attltude  relationahlp  le  exanined  by  oxperlBentally 
manipulating  Information  availability.  Third,  the 
availability  of  prior  overall  evaluatlone  oa  the  recall- 
attltuda  relationship  is  exaalned.  Fourth,  the  stability  of 
the  reoall.attitude  relationahlp  over  time  is  investigated. 
Aoourata-Reoalli  Patterna  Over  Time 

Having  rovioaed  the  literature  dealing  ultb  the 
relationship  betvaen  attitude  and  recall,  the  next  iasue  of 

the  pattern  of  decay  exhlbltod  by  rote-recall. 

* huge  literature  dating  baolc  to  Bbblnghaus  has 
exanlned  the  decay  pattern  of  rote-reoall.  The  basic 
finding  has  been  that  rote-reoall  deollnea  exponentially. 
Burtt  and  Dobell  (1925)  report  the  first  advertising 


rorsflttijig.  They  paired  preduct-elaas 


rietitloiu  trend 

ratei  for  two  learning;  triala. 
trialoi  aubjeota  were  given  a 


lane  paira,  at  a four  aeoond 


write  down  the  oorreapondlng 


the  total  pool  of  100.  Subjeota  were  randomly  aealgned  to 
five  groupa.  Each  group  received  a different  autaet  of 
twenty  ouea.  Subjecta  were  required  to  attend  four  more 

(reoall  of  brand  naaea  correaponding  to  product-claea  cuaa) 
waa  adolnlateredr  but  with  a different  Hat.  All  aub^eota, 
therefore,  atteapted  to  reoall  the  100  Itema,  but  at 
different  pointa  In  tlae.  The  data  were  acored  for  the 


More  recently,  data  froa  a number  of  advertising 
studies  have  abown  a almllar  pattern  (Craig,  Sterntbal  and 
Leavitt  1976?  Oraae  and  Uallace  1969;  Lichtenstein  and  SrulL 
19S5!  Zlelaka  and  Henry  1960J.  Zielake  and 


Henry  (19601 
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three  repetltloo  oonditlana.  Betwaaa  tive  end  aix  brand 
naiea  were  recalled  a weelc  later  (depending  on  the  level 
cf  repetItlon)i  and  declined  further  after  26  daye  to  as  low 


Finally,  Lichtenstein  and  Srull  (1965)  report 
unaided  recall  data  for  unfaalllar  and  affeetlvely  positive, 
negative,  and  neutral  print  advertlaeaents.  Tney  found 
that  across  the  different  typee  of  advertiseeents,  recall 
declined  by  *501  over  an  Interval  of  48  hours.  Thus,  the 
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traditional  fcrgattlng  curve 
holde  for  advertialng  atin 
forgotten  exponentially. 
iaoupt  vereua  type  of  recall  o 
Conceptually!  recall  la 
eocodlngi  atorage, 
influences  tne  likelihood 
recalled  at  a later  point  . 


ease  ayllablea  ale 


function  of  three  elaaenta: 


later  tina  la  oontingant  on  the  nature  of  the  cues  avallatlc 
literature  and  a number  of  aopirloal  InveaClgations  apeak  to 


une xpected 
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unuaual  larorsAtlOQi  these  pleeea  of  Inforaetlon  are  nore 
nicely  to  he  reoallad  In  e reoell  test  edainlstered 
iiQBadletely  after  atlaulus  exposure* 

al.  1966j  Graesser,  Gordon  and  Sawyer  1979i  Lln^le  at  el. 
1979)  Smith  and  Graesaer  1961)  have  posited  a retrieval-based 
explanation  of  the  type  of  Information  that  Is  retrieved. 
They  argue  that  at  the  time  of  retrieval  acme  salient  dues 
(e.g.,  theoae)  are  Initially  retrieved  and  these  serve  to 
guide  reoall.  This  Is  oonslstent  with  aartlatt's  <1932) 
oonclusion  thati  over  tine,  the  glet  or  a frame  remalna 


oonceptuallaatlon,  and  given  that  abstractions  and  overall 
evaluations  are  salient  memory  traoea  akin  to  the  theme,  one 
would  expect  information  oonslstent  with  abstractions  end 
overall  evaluations,  to  be  preferentially  retrieved. 

this  position.  They  examined  memory  for  Information  that  Is 

script  (e.g.,  going  to  a restaurant).  They  found  that  when 
subjecte  memory  for  descrlptlona  of  fanlUar  behavioral 
episodes  containing  Irrelevant  Information  was  meaeured  after 
e delay,  eubjeots'  recall  protocols  contained  Innreealng 
proportions  of  script  consistent  Items.  In  addition,  thsy 


found  that  in  the  Iraedlate  ■eaeurOBent  oondltloo  Irrelevant 
Inforoatlon  la  recalled  better.  Pron  their  results, 
Oraeeeer  and  his  oolleaguae  have  presented  an 
integrated  explanation.  Thsp  suggest  that  et  encoding 
Inoonslatent  Inforeatlon  la  processed  sore  deeply  and, 
therefore,  reoalled  better  when  neasureaent  lasedlately 
follows.  However,  after  a delay  there  are  no  retrieval  ones 
to  faallitate  the  recall  of  Inconsistent  Inforoatloh  but 

t Inforcatlon. 

a different  finding  was  obtained  In  a recent  study 
by  Lingle  et  al.  <1979).  They  provided  auejaota  with  trait 
descriptions  (£t  traits).  Balf  the  traits  were  relevant  to 
one  ocoupatlonal  Judgaent  <e.g.,  aportsoan),  Che  other  half 
ware  relevant  to  a second  ocoupatlonal  Judgment  (e.g., 
pbyalciet).  Subjects  were  then  asked  to  make  an 
oooupatlonal>aultabllity-Judgnsnt  (e.g.,  how  suitable  the 
parson  was  for  a career  as  a physicist).  A recall  task 
administered  either  Immediately  after  the 
oooupational-sultablllty-Judgment  or  a week  later  showed 
that  subjects  had  a superior  memory  for  occupational 
Judgment  relevant  traits  up  Co  a week  later.  Carlaton 
<1980)  raporCa  similar  results.  SuCJeots  were  better 
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mble  to  roDonber  JudSBOnt-oonslatent  traito  ooapared  to 
Judeaont-lnQonalstont  traita — both  Imedlatel/  aftar  and  96 
houra  aftar  aapoaura  to  tna  atimulaa  aplaodaa- 

detalla  oonaiatent  with  abatract  ioterpretationa  and 
ovarall  evaluatlona  ara  batter  raoeoberadt  tbap  do  not  abov 
an/  ayataaatid  diffaraneaa  in  tba  type  of  raoall  oear  tlaa> 
That  iai  aoatrary  to  aapeotation,  tba  proportion  of 

raouirad  aubjaota  to  oaka  an  iaproaolon  Judsiaent  ianedlately 
aftar  axpoaura  to  tba  trait  daaoriptiona,  and  tbia  explicit 
taak  could  have  lad  to  Initial  biaaaa  in  prooaaaing  (aea 
Sheraan  at  al.  1963i  for  an  examination  of  tbia  iaaua)>  In 

la  likely  that  the  hypotheaiaad  polariaatioo  would  have 
emerged. 

Id  auor  measage  recall  appeara  to  daolina  exponentially. 

i.a.f  detalla  oonaiatent  with  the  glat  or  theme  are 
aelactivaly  retained  while  inoonalatant  detalla  are 
forgotten.  Thus,  given  that  facUrecall  la  Important  ea  a 
predictor  of  attitude  and  J 


be  Included  as  cne  of  the  categories  of  cognition  of  Interest 

Id  the  next  sectioot  idlosynorstlo  cognitive  reaponees 
are  considered  and  a fraaevork  fcr  coding  cognitive  reeponses 
intc  categories  that  are  <a)  iaportnnt  as  predictors  of 
attitude  and  (b)  differentially  sensitive  to  delay  is 
developed. 


cognitive  reaponee  achool  has  beet 


paycholosr  in  the  study  of  pereuaaicn.  The  approach, 
pioneered  by  Greertvald  <1966),  has  been  used  to  study  the 
effects  of  a variety  of  factors  on  individual  responses  to 
advertising  and  attitude  change. 

Vright  <1973,  197t,  1 975)  introduced  the  approach  to 
earketing  reaearchars  in  a study  designed  to  exSDlne  the 


oedia  on  otessage.evcked  thoughts 
e change.  Subsequently,  the  approach  has  been 
used  to  exailne  the  effects  of  source  credibility 
Otemthal,  Dbolakia  and  Leavitt  1976]  Hccre,  Hsusknecht 
and  Thaaiadaran  1966;  Yaloh  and  Blnore-Yalch  196t),  message 
sldadness  <Beloh  1981,  1962),  dietraotlon  <Helson  et  al. 
1965).  repetition  <Balch  1961,  1962;  Belch  and  Luts  1961; 

Calder  and  Sternthal  1980),  prior  knouledge  <Edell  and 


Hitchall  197S)  Uti,  Hsclteiizla  and  Balch  19B3!i  expoanra 
rata  (Moorer  Eauaknaaht  and  Tnaoodaran  1966)|  ocBpariaoo 
ad7ertl8lng  (Baleti  1981,  1982|  BaldH  and  Lutz  1981;  Sdm 
and  Valnberg  1988;  uiiaon  and  Huddariaoglu  1979),  and 
attltuda-toward-t&a-advartlaaaant  (Batra  and  Ray  1983,  1986; 
Lutz,  HaoRenzla  and  Belah  1983), 

Heat  of  tbaaa  studies,  starting  ultn  Wright  (1973),  have 
railed  on  a thought-olasaifioatlon  achecDa  that  partitions 
responses  into  oountararguiaanta  (CA),  support  argunents  (SA), 
aouroa  derogation  (SD),  and  curiosity  thoughts  (CU),  or  etna 

studiee  have  developed  extensions  of  this  sohahs.  For 
axsBple,  Belch  (1981,  1982;  Belch  and  Luts  1981]  Included 

Batra  and  Ray  0983)  were  i 


anotional  responses  to  an  advartiseaent,  and  included 
three  categories  for  coding  anotional  rsaponsaa.  Lutz 
and  HaoKensie  0 982)  elaCorated  on  Wright's  (1973) 
schaoe  by  oatagorizing  tbougbts  aooording  to  their  target 

and  valanca  {positive  or  negative).  In  addition,  they 
inoluded  categorlee  to  tap  roonneotions"  (Krugman  1965)  and 
execution-related  thoughts. 


Though  all  thaaa  sohoafts  aro  uaefuli  tbelr  value  ie  tied 
to  the  reaearch  objeotivea.  Selch'a  eoheua  say  be 
espeelally  pertinent  in  studlea  oonoerned  ultn  repetition, 
and  Batra  end  Ray'e  C1983)  achene  say  be  useful  for  thoae 
Interested  in  the  effects  of  advertlaeaenta  eltb  enotlonal 
appeala.  For  raaaarabera  interested  la  the  predlctlog  of 

attitudes,  the  almple  but  useful  acbeoa CA,  SA,  SD,  and 

cn— say  suffloe.  The  point  la  that  the  cognitive 
reapoasa  approach  provides  a flexible  methodology.  The 
reaearoher  can  adapt  the  tecbnidue  to  the  problem  s/he 
la  addressing  by  developlog  a set  of  categories  that  identify 
and  dlaorlnlnata  between  the  types  of  thoughU  of  particular 
relevance  to  the  researoh  question  at  hand.  In  the  present 
ooataxt,  the  focus  la  on  delay  effects;  tberefore,  the  set 
of  categories  to  be  used  In  analysing  the  ralatlonahlp 
between  oognltive  reeponaea  and  attitude  should  be 
especially  sensitive  to  delay,  and  should  Inelude  oategorlea 
that  are  Important  determinants  of  attltudlnal  judgments  made 
after  a delay. 

Aa  mentioned  In  Chapter  Two,  only  two  prior  atudlea 
have  examined  the  effeota  of  time  within  a cognitive  reepcnae 
framework  (Greenwald  Calder,  Inako  and  Tandell  197t). 
Oreenwald  (1966)  examined  the  relationship  bitween  cognitive 
responses,  partitioned  as  SA  and  CA,  and  attitude  change  over 


A delay  of  one  week  (tne  study  is  desorited  in  Ctaepter  Two). 
Re  found  a slsnlficant  correlation  between  cognitive 


explore tcry 


responsee  end  attitude  cbange 
and  delayed  oondltion.  Given 
that  research,  Grseawald's  (19S8)  concern  was  b 
that  cognitive  respoosea  were  predictive 


ohange  over  time.  He  was  not  oonoarned  with  discriminating 
between  thoughts  that  were  differentially  seosltlve  to  delay 
or  those  that  affected  attitudes  differently  in  the 
Issedlate  and  delayed  conditions. 


Calder,  Insko  and  Yandell  (T97t)  were  interested  In 
exaolnlng  the  relatiooeblp  between  different  types  of 


cognitive  responses  Into  three  oategorles: 
externelly-orlglnated,  person-sodlfled,  and  person-generated. 
In  consonance  with  the  theorising  of  Oreenwald  C19S8),  they 
expeoted  that  person.genereted  thoughts  would  be  aost 
predictive  of  attitudes  over  tlae,  end  externally-originated 
thoughts  would  be  least  predictive.  The  prediction  Is  baaed 
on  the  premise  that  externally-originated  thoughts, 
peraon-ocdlflad,  and  person-generated  thou^ba  refleot 
progressively  Increasing  amounts  of  elaboration.  The 
literature  suggests  that  elaborated  thoughts  are  more 


stable  (Cralk  and  Lookhant  1972[  Crailc  and  Tulvlng  1975)  and 
more  predictive  of  attitudes  (principle  of  Higher  order 
doBlnanoe,  Oreenwald  and  Leavitt  19S4).  Tbs  results  of  the 
study,  however,  failed  to  support  the  hypothesis.  Person- 
geheratsd  thoughts  were  the  least  strongly  correlated  with 
attitude  In  both  the  Immediate  and  delayed  test 
oonditlons.  There  were  no  slghlfloant  differences  between  the 
other  two  oategoriea.  Finally,  the  oootenta  of  all  three 
oategorles  showed  a significant  deollne  (In  numbers)  over 
delay,  geoauae  the  paper  does  not  report  dets  on  the  rata  of 
deollne  for  eadi  category,  no  Infarsnoaa  about  relative 
persietenoe  are  possible. 

Therefora,  the  scheme  used  by  Sreenwald  (196S)  (Cl  end 
31)  Is  not  suited  for  the  present  purpose.  The  scheme  used 
by  Calder,  Inako  and  Tandell  (1974)  (eaternally-orlglnated 
thoughts,  person-modified  thoughts,  and  person-generated 
thoughts)  Is  oonoeptually  suited  for  the  study  of  delay 
effects;  however,  the  ampirloal  results  felled  to  validate 
the  scheme.  Thus,  neither  framework  Is  usable  In  the  present 
context.  However,  there  la  reason  to  bslleva  that  there  are 
dlfferenoes  In  the  relationship  between  different  types  of 
cognitions  and  attitude  over  time.  To  reiterate,  the 
purpose  of  Che  proposed  reaearoh  Is  to  examine  (1)  the 
oonCent  of  responses  to  advertlalng  and  the  factors  that 


influence  that  conteott  and  C2)  bcw  the  reletionahlp 
betueen  attitude  and  raaponeee  of  different  content  nlgnt 


I^eeearch  in  the  oognltlve  response  tradition  does  not 
proTlde  a frasework  that  Is  tailored  for  the  analysis  of 
delay  effeots  In  advertising.  The  research  In  cognitive 
psyohology  and  social  cognition,  houevar,  provides  valuable 
directions  toward  developing  an  appropriate  typology  of 


In  developing  a oategorlsatlon  si 


than  another?  Onfortunately,  c 


and  Lockhart  (1972),  by  shifting  the  focus  of  aeaory 
research  froa  a structural  to  a process  oriented 
view,  posited  that  aeieorablllty  was  a function  of  the 
depth  of  processing.  They  argued  that  (1)  Bsaorablllty 
Increases  as  depth  Increases;  (2)  there  are  qualitative 
dlffarsnoas  between  the  traces  processed  at  different 
levels;  (3)  levels  vary  along  a sensory-seaantlc 
contlnuUD.  Cralk  and  Lockhart  (1972)  presented  data 
from  studies  using  the  incidental  learning  paradiga  (Hyde 
and  Jenklna  1969;  Handler  1967;  Sohulnian  1971)  and  dlohotlo 
listening  (Trleeaan  1964)  to  aupport  their  theory. 
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A nuQbar  of  crlticlsaa  have  been  leveled  et  the  depth 
of  processing  perspective  CBaddeley  1978;  Eyesenk  1976  a*  b; 
HorrlOi  Branaford  and  Franks  1977;  Nelaon  1977)|  leading 
to  a reforoulatlon  of  "depth"  aa  degree  of  elaboration 
(Cralk  and  Tulvlng  1977)<  The  view  that  aeaerablllty  la  a 
function  of  the  degree  of  oognltlve  elaboration  argues  that 

In  aefflory,  their  petplavabllity  increasea  (Cralk  and  Tulvlng 
1977)>  Simply  atatedi  aore  highly  elaborated  eleaenta  In 
aeaory  have  a larger  nuober  of  pathways  by  tdiltii  they  nay  be 


Jacoby  and  Cralk  (1979)  nave  propoeed  that  morablllty 
la  a funotlon  of  dlatlnotlvenesa.  Memory  traces  that  have 
more  distinctive  features  will  be  more  easily  rstrlevable 


others  who  followed.  In  the 
dlstlnotlvenoaa— the  so  called  unique  selling  proposition— 


The  point  Is  that  aeaorablllty  is  determined  In  many 
and  complek  ways.  It  la  not  poaalble  to  present  a 
simple,  conceptually  elegant  scheme  that  can  classify  the 
range  of  responses  to  advertising  In  terms  of  ttielr  relative 


BeiDorabllity.  Although  a ooneaptuall;  elegant  eohing  scheme 
la  not  posalhlst  at  least  with  our  present  knowleOgei  the 


I suggest  categories  or  thoughts  that  havi 
oonslstaotl;  shown  dlffersnoas  In  tanporal  atahllltir  aorosa  i 
large  number  of  studios.  In  the  remainder  of  this  chapter  the 
literature  in  cognitive  psychology  and  social  cognition  li 
reviewed  and  a number  of  categories  of  cognition  arw 
Ideotlfied  that  are  (a)  important  as  predictors  of  attitude 
and  (b)  reflect  different  forgetting  ratee. 


seotioni  the  ocdlng  acheme  f 
of  attitude  le  developed.  Plrt 


.e  cognitive 
le  oategoriea 
ich  oatagoryi 


s literature  pertaining  to  decay  ratea  and  Importance  in 

flt  recall  aa  a predictor  of  attitude. 
The  atudiea  which  have  tested  the  relationship  between  fact 
recall  end  attitude  are  reviewed,  and  a number  of 
faotors/oonditiona  are  identified  under  which  reoell  la 
expected  to  Oe  predictive  of  attitude,  finally,  the 
categorisation  aohems  deaorlbsd  hsra  Is  compared  to  the 
soheme  propoeed  by  Urlght  (1973)  with  a view  towards  relating 


It  has  bsen  widely  recogsiaed  that  persuasion  depends  on 
the  way  people  interpret  infometion.  The  hlerarohy-or- 
effecte  oodel  of  advertising  effectiveness  (Lavidge  and 


knowledge  {neoessarlly  involves  interpretation)  as  essential 
steps  preceding  attitude  foraatlon  and  oonsuaer  action. 
In  the  oonnunlcatloo  literature.  Rovlandi  LUDSdalne  and 
Sheffield  {19^9.  p.  27^)  report  that  Interpretation  of  facts 
correlated  with  opinion  over  time.  In  his  olasslo  exposition 
on  the  nature  of  the  persuasion  processi  KoGulre  (196fi)  has 
argued  that  oooprehenalon  (which  requires  Interpretation)  Is 
a einiauB  requireoent  for  persuasion  to  occur.  Qreenwsld 
(196fi)  echoed  this  aentlaent  by  arguing  that  It  la  the 
Bessage-reoipieot's  oognltive  responses,  that  reflect  the 
eesaage-recipient's  lotsrpretatlon  of  the  Bssaage,  and  not 
rote  recall  that  aediatea  attitude  ohaoge.  Laat  but  not 


t persuasion  is 
contingent  on  the  cooprehension  of  a persuasive  aeasage\ 

The  literature  on  the  interpretation  of  advertising 
(Funkhouser  1989;  garrls  1977;  Karris,  Dubitaky,  Perch, 
Ellerisn  end  larson  1980;  Jacoby  and  Hoyer  1981;  Jaooby, 
Kelson  and  Hoyer  1981;  Hssis  and  Adkinson  1976;  Olson  1978; 

and  Soharbaoh  1971;  Shlap  and  Preston 


Preston  1967;  Preston 


1981),  and  aora  ganerall/,  oonnaated  diaoouraa  (Predarllcaen 
1975;  Gulodon  and  Klntacli  1984;  Raviland  and  Clark  1974; 
Rarria  and  Monaco  1976;  Klntaoh  and  van  Dijk  1978;  Handler 
and  Jonneon  1977;  Thorodyke  1977}  auggeata  that  in  tha 
prooaaa  of  Intarpratatlon,  we  generate  a Tarlety  of 
Infereneea  Cdertaln  typea  of  cognitlea  reaponaea)  to  give 
meaning  to  the  to-be-learned  Daterial.  Theae  lafareacea, 
referred  to  aa  Interpretive  Inferenoea,  may  be  produced 
routinely  and  witAout  oonaoloua  effort  fSuindon  and  Rintach 
1984;  Vinter  and  Clanan  1984).  In  general,  it  would  not 
Oe  Inoorrect  to  argue  that  tneae  inferenoea  repreaent 
the  meaning  a peraon  taken  away  from  the  meaaage  and, 
therefore,  are  Important  ae  predlotora  of  attitude.  In 
the  following  aeotlona,  three  categorlea  of  interpretive 
inferenoea  are  identified  that  ahow  different  ratea  of 
forgetting.  The  three  categorlea  eatiafy  the  criteria  for 
inoluaion  In  tha  ooding  acheme  becauae  they  (a)  are 
important  as  pradiotora  of  attitude,  and  (b)  reflect 
different  forgetting  ratea. 

31nale-Cui  Interpretation.  The  aimplest  type  of 
Interpretive  inferenoea  are  aingla-oue  Interpretatlone. 
Theae  inferenoee  refleot  the  meaning  a recipient  derives 
from  a single  piece  of  information.  for  example,  an 


advertisement 
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Brand  Z waigha  11  oaa.  The  aeseage  recipient  nay  interpret 
thle  ncainal  fact  ae  "Brand  X la  light.  " Operational 
dafinltione  of  the  content  of  the  category  aingle-ehe 
Intarpretatione  and  other  categorlee  identified  in  thia 
chapter  are  to  be  found  In  Appendix  B. 

A numOer  of  atudlea  have  doouaented  the  production  and 
taeporal  oharaoteriatica  of  aingle*nue  interpretationa.  Alba 
and  Oflr  (198A)  found  that,  ae  a proporticn  of  the  total 
nuaber  of  cognitione  produced,  aingl^cua  interpretationa 
inareaaed  over  tlae.  A alnilar  finding  haa  been  reported  by 
Prederlkaen  (1975). 

Though  the  proportion  of  aingle-cue  intarpretatione 


facta  CFrederlkaen  1975). 


Tha  reaearch  alao  ehcwa  that  the  produotlon  of  aingle- 
cue  interpretationa  ia  Influenoed  by  the  proneealng  set  and 
rate  of  presentation  (Alba  and  Oflr  1989;  Prederllcaen  197S). 
Horn  aingle-cue  interpretationa  are  produced  uhen  infonaatlon 
la  prooeased  under  an  evaluative  processing  sat  and  when  the 
rate  of  preaentetlon  Is  high.  Thus,  in  the  advertising 
context,  often  charaoterleed  by  an  evaluative  prooeaslng  sat 
and  a fast  paoe  of  presentation  (e.g.,  Aadlo  and  T7),  elngle- 
cue  Interpretations  are  likely  to  be  produced. 


iQbarprstatlcne 
Though  It  is  not  o; 
attltudinal  Judgment) 

after  a delaj  and, 


suggest  that  Blngle-eua 
prooasslng  advertisements. 

category  of  thoughts  should  te 
signlfloant  part  of  our  asaory 
potentially  important  as 


very  Important 


prodlotors  of  delayed  attitude. 

Abstraotlone.  A second  e 

auggsats,  these  are  abstract  representations  and  may  be 
derived  from  one  or  a ocobination  of  a miraber  of  cues.  They 
represent  the  sueaiary  or  gist  of  more  detailed  Inforaatlon. 
The  importance  of  suoh  thoughts  for  the  persistence  of 
attitude  change  has  been  recognised  as  far  hacic  aa  early  19td 
(see  Hovland,  Lumsdaine  and  Sheffield  19>I9.  p.  ST4-5J. 

Abstraotlone  have  been  discussed  In  the  marketing 
literature  (Alba  and  Oflr  I984i  grucks,  Mitchell  and  Staelln 
t984j  Johnson  1984j  Kanuar,  Olson  and  31ms  198lj  Tybout  and 
Rauaer  1981),  the  comunlcaticn  literature  (Hovland, 
Luntadaine  and  Sheffield  1949),  the  memory  literature 
(e.g.,  Klntach  and  van  Dljk  1978i  Neiaser  1981, 
Cbriatiaansen  1980;  Arkaa  and  Harknesa  1980),  and  In 
research  on  impression  formation  (e.g.,  Cantor  and  Hisohel 
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1977;  AilBo  aad  Ebbaaan  1991;  Llngla,  Gqvbi  Oatroii*  LBlppe 


Alba  and  Ofir  (199li)  axaalnad  tha  teoporal  stability 
or  abstraotiona.  They  found  that  Ilka  singla-oue 
IntarpratatloDdi  the  proportion  of  abatractiona  inoraaaed 
over  a delay  of  approalaataly  one  weak. 

In  the  ooaunicablon  literature^  Hovland^  Lumsdalne  and 
Sheffield  (1949,  p.  274-5)  reaognizad  the  loportance  of 
abstraotiona.  They  point  out  tho  loportance  of 

of  Bbstraotneas  affecting  teoporal  stability.  They  had 
Judges  scale  the  recalled  Iteos  for  the  degree  of 
abstractnesa,  and  then  traoked  the  decay  funotlone  for  iteos 


ttiough 


results  are  not  preaeoted  becsi 
rellabllit?  of  ttie  aosling  procedure, 
tlie  BOre  abstract  thoughts  persisted  < 


do  report  that 
t less  abstraot 


thoughts  deoayed  over  tine. 

In  addition,  a significant  body  of  psyobologloal 
research  suggests  that  abstractions  fora  stable  Denory 
traces.  In  his  olaaslo  worli  on  raoSBberlng,  Bartlett  (1932) 
found  that  over  tlas  the  gist  of  a folk  tale  persisted  while 
details  were  forgotten.  The  gist  chat  persisted  eiay  be 
considered  as  analogous  to  abstract  Interpretations  because 
both  represent  suBBary  Infcraatlon.  Work  by  English, 
Wellborn  and  Killian  (193b)  on  the  coaprebanelon  of  prose 
also  showed  little  decline  In  aubjects'  ability  Co  recognise 
the  gist  of  s passage  even  when  30*  of  the  details  ware 
forgotten  over  a delay  of  three  days. 

More  peoontly,  Klntsoh  and  van  DIJk  (1978) 
presented  a Bodel  of  test  ooBprehenslcn  t)iat  integrates  auch 
of  the  earlier  work.  They  suggest  that  textual 
Baterlals  possess  both  a Blorcstructura,  l.s.,  the 
structure  relating  Individual  propositions  to  each  other, 
and  a Bacroatruoture,  l.e.,  the  structure  that  relates  the 
entire  discourse  to  its  tbeoe.  ilelatad  to  the  Bloro- 
and  Bacrostruotures  are  corresponding  Bioro-  and 


8<l 


aaoropropcsltlons.  TPp  lattpr  are  alnllar  to  abatract 
Iptarprabaeiona*  Klptsoh  and  van  Dijk  (1978)  propoaad  that 
oacropropoaltlona  fora  atable  oaBorlal  traces.  The 
eBPirloal  teat  of  thalr  Bodal  ahswa  that 

rasulta  are  aonaletent  with  the  usrk  of  Ihorndyka  (1977)  and 
Handler  and  Johnaon  (1977). 

Hiller,  Perry  and  Cunnlnghea  (1977)  provide  further 
evldeooe  euppcrting  the  greater  aCabllity  of  abatract 
Interpretatlooa.  These  reeearchera  took  a 1600  word  paaaaga 
and  ideotifled  the  auperordlnate  Idea  and  two  aubordlnate 
Idaaa  for  each  paragraph.  Note  the  alallarity  aeong  abatract 

they  represent  sumeary  Inforaiation.  The  twelve  judgea  who 
ideotlfied  these  itaoa  showed  a high  degree  of  egreenent 
(81f).  Subjeota  were  required  to  read  tbe  passage  and  then 
reapood  to  a nultlple.oholos  recognition  teat  either 
lasedlately  after  or  two  days  later.  Results  show  that 
there  was  a elgnlfloant  decline  in  roeognltioa 
scores  for  subordinate  Ideas  over  the  delay  interval  Out 
not  for  the  auperordlnate  ideas. 

Chrletlaanean  (I960)  reports  a a 
aOBorabllity  of  four  typos  of  Inforeation  ii 


paragraph 


wording.  Theae  eleaenta  vary  In  abatraotloni  froo  the  oost 
abetraot  to  the  ooet  epaolflo  detail.  tJelng  a forced- 
choloe  teat,  nenory  for  each  type  of  Inforaatlon  uae  tented 

CoDsletant  with  peat  reaearoh,  the  data  ahow  that  aore 
abetraot  concapte  are  better  reaegbered.  Rowever,  the 

departure  from  the  flndlnga  of  paat  reaearchera  le 


Peoently,  Neiaaer  C^981) 'haa  preaented  an  analyela  of 
eoae  data  that  ahow  how,  outalde  the  laboratory  and  In  our 
dally  loteractlone,  we  produoe  abetractlone  (or  giata] 
which  renaln  In  our  aegory.  He  ooopared  the  teatiaooy  of 
John  Dean,  foraar  oounael  to  Prealdent  Nixon,  with  the 
Watergate  tapea.  The  analyala  ahowa  that  although  Dean'a 
teatlaony  about  apeclflo  oonveraatlona  and  aventa  waa 
quite  loaceurate,  his  teatlaony  waa  aoourate  In  the 
abatract.  That  la,  It  aoourately  refleoted  what  was 
happening.  In  additional  charecterletlo  of  abatraotlooa  that 
eoergea  le  that  they  may  enoonpaea  detaila  apanning  nultlple 
eplaodea.  Thua,  abetraot  Interpretatlona  aeeo  to  be  a 
uaeful  claaa  of  cognltlona  bo  oonaider  In  the  narketlng 


typically  acQulred 


tbrolidh  aultipla  axpcauraa  to  advertlaing  and  atbar  atlvull. 

Tha  Beaory  lltaraturai  than,  provldaa  atrong 
avldence  auggesting  that  abatrantiona  rorn  aallant  aasory 
traoaa  that  paralat  ovar  tlae. 

Finally,  reaearoh  In  aoclal  cognition  provldaa  yet 
another  line  of  oonvargant  ovldanoe.  Thia  reaearcb  deals  with 
the  way  wa  form  Impmaalona  about  others.  Aach  <194S) 


conoaptuallzad  an  lapreaalon  aa  an  unified  gestalt  that  gives 
aaanlng  to  and  provides  rolationablps  among  individual 
oharaoterlatlca.  Cantor  and  Hlaahel  (1977)  view  lapraaaiona 
aa  the  formation  of  prototypes  that  develop  out  of  stimulus 


oonoept.  These  dsflnltlona  of  impressions  are  oonsistent  with 
tha  oonoeptualiaatton  of  abstractions  presented  here. 

A large  literature  on  person  perception  haa  developeO 
over  tha  years  (e.g.,  Aaob  19t6;  Burnatain  and  Schul  198li 
Cantor  and  Klsohel  19T7i  Carlston  19B0i  tingle  et  al. 
1979i  Sohul  1993i  Wyer,  Srull  and  Cordon  I98U|  to  name  but 
a few).  Of  apeolal  interest  hero  are  the  papers  by  tingle 
et  al.  (1979)  and  Carlston  (1980),  because  they  examined 
the  parsistenoe  of  impreasiona  over  time,  tingle  et  al. 
(1979)  had  subjects  evaluate  the  aultablllty  of  a person  for 
s particular  occupation  (e.g.,  sportsman)  based  on  a 


t description  (e^.,  feat  novlng)  and  round  that  a 
air  paroepticne  about  a atimulua  i 
suitability  for  a particular  ocoupatloo  with  a va 


Ispreaalon  was  fomed.  Tbese  results  suggest  that  initial 
iflpreesicns  (abstraotions)  fom  stable  aenory  traces. 

Carlaton  <1960)  had  aubjaota  read  a description  or  a 
person  that  had  lopllcations  ror  both  a ravorable  <a.g., 
bind)  and  an  unravcrable  trait  <e.g.T  dishonest).  Note  that 
these  are  abstraot  intarpratatlone  or  the  desoriptlve 
oharaoterlstios.  Subjects  then  rated  tbe  parson  with  respect 
to  one  or  the  traits  Ce.g.,  kindness).  In  a later  task 


subjents  were  required  to  recall  their  ratings.  Carlston 
(I960)  round  that  subjeots  could  recall  their  ratingf  oyer  a 


Probably  a aore  interesting  and  iaportant  rinding 
reported  by  Carlston  (19BO).  at  least  for  the  purposes  of 
this  resesrobi  is  that  abstraotions  (l.e.j  trait  Judgaanta) 
play  an  iaportant  rola  In  the  Judgment  process.  In  the 
second  sesalon  of  hla  study,  subjects  were  required  to 
rate  the  person  along  the  seoond  trait  (for  axaapla,  a 
person  who  had  initially  rated  the  target  person  along  the 
)clndnesa  trait  was  required  to  rate  the  target  person  along 


th«  dishonesty  trait  in  the  second  eession).  The  results 
indicate  that  these  later  Judgments  were  evaluativaly  biased 
in  the  direction  of  their  first  Jud^enti  Independently 
of  the  direct  iDPlioatlona  of  the  original  behavioral 


information. 

Wyer,  Srull  and  Gordon  presented  subjects  ulth 
adjectives  describing  a particular  personality  trait  In  a 
person,  and  then  eatlmated  the  lllcellhood  that  the  person 
would  manifest  behaviors  consistent  with  the  described  trait 


Chapter  Two,  a number  of  studies  have  tested  this  hypothesis 
and  found  the  retention  of  attitude  change  to  be  dependent  on 
the  retention  of  the  gist  or  the  conclusion  of  the  message 


(Cook  and  Inako  I96fif  Cook  and  Wadauorth  197^;  Uatca  1997; 

7akao  togather,  tbe  lltaratura  provldaa  an 

IntarprataClona  (a)  fom  extreneLy  atable  nenory  traoea,  and 
(b)  are  Important  aa  pradiotora  of  attitude,  ibatract 
Intarpratationai  therefore,  aerve  aa  the  aacond  oatagory  of 
thoughta  in  the  coding  achene. 

Overall  Bvaluationa.  Overall  evaluatlona  are  the  highaat 
level  of  abatraotlOQ.  On  a oontinuus  of  abatraotnesa, 
alngla-oue  interpretatlona  rafleot  the  lowaat  level,  and 
overall  evaluatlona  anohor  the  oppoaite  end.  Thla  apeolal 
oaae  of  an  abatract  interpretation,  therefore,  la  expeoted  to 
be  aora  atable  than  other  abatreot  interpretatlona. 

The  laportanoe  or  overall  evaluatlona  in  the  Judgaent 
prooeaa  haa  bean  doouaented  by  reaaarohera  in  advertlalng 
and  aoelal  payobology  (aea  alao  the  dlaouealon  earlier  in 
thie  ehapter).  Lingla  and  Oatron  (1979)  report  three 
atudiea  deaigned  to  evaluate  tba  role  of  prior  evaluatlona 
for  aubaequent  aanory  baaed  Judgaanta.  They  found  evidence 
Qonalatent  with  a Judgment  retrieval  eodel.  That  ie,  aubjeota 
retrieved  their  earlier  evaluatlona  and  uaed  thea  to  make 
new  Judstenta  rather  than  reooapute  an  evaluation  fron  the 


epaoifio  detaila 


sarller,  Sberaao  at  al.  (19fi3) have 


ainllar  results*  Tbey  found  that  aubjects  who  bad  foniad  an 

Inforaatlon  tended  to  rely  on  thla  overall  evaluation  vhen 
asked  to  oaka  a Judgaent  at  a later  point  In  tine.  Subjects 
relied  on  earlier  Judgaenta  even  tbougb  tbey  were  able  to 
retrieve  apeciftc  datalle  relevant  to  tbe  Judgnant. 

In  tbe  advertising  literature.  Llohtenatein  and 
Srull  have  obtained  alnllar  results.  They  found  that 
subjaota'  recall  seoree  correlated  with  tbelr  attitude  scores 
when  no  prior  evaluation  uas  available,  tfhen  a prior 
evaluation  use  available,  however,  tbe  relatlonabip 
vanished.  Liobtenateln  and  Srull  C19fi51  explained 
their  results  by  arguing  that  when  subjects  have  a prior 
evaluation  stored  In  leenory  it  is  easier  for  then  to 
retrieve  it  and  use  it  in  making  the  new  Judgment  rather  than 
cosiputing  a new  evaluation.  This  Judgment  retrieval  model  is 

recipient  of  a persuasive  message. 

In  sum,  overall  evaluations  appear  to  form  extremely 
stable  memory  traces  and  are  important  as  predlotors  of 
attitude. 


t aoouratel7 
ften  latruda 


IntruBlong 

In  addition  to  reoall  of  Inforaatlon  tha 
raflacta  tho  aeanlng  of  a oaaaaga,  peopla  o 
unwantad  Inforaatlon  Into  thalr  mean.  Thla  say  ooour  as  a 
raault  of  pragnutlc  inferenoe  prooaaaaa  or  dua  to  errora  of 
oonatructloD  and/or  raoonatruotlon*  Inaoourata  pragaatlo 
Inferanoea  and  oonatruotlva  errors  occur  In  the  procaaa  of 
interpretation  and  elaboration.  Reconatruotlva  errors  occur 
during  reeal  1 and  result  fron  the  uae  of  a these  to  fill  In 
nlsaing  details.  Since  Intruaions  are  eleoenta  that  are 
Inoorreotly  recalled  as  faota*  there  is  reason  to  believe 
that  intruslona  influence  attitude  judgnents  just  as 

Thle  seotlon  has  three  parts.  Plrat>  the  literature  in 
advertising  that  provides  eoae  evidence  (although  weak) 

suggeats  that  Intrusions  ere  generated  in  a variety  of 
situations  and  are  sore  prominent  after  a delay,  third,  the 
generalizations  that  emerge  are  docuaented.  The  reader 
should  note  that  the  dlstlnotlon  between  intruaions  resulting 

5 being  Ignored  deliberately. 


IntrualoD 


procaaalng 


Bd?artiaeo«ntar  (t)  ttia  inoldanca  of  Ini 
wltli  tlBOr  and  (e)  Intruaiona  ana  ] 
attltudlnal  Judgoantai  aapeclally  aftar  t 

clear  from  the  deaoriptlon  in  Chapter 
oatnodology  used  doaa  not  pamlt  one  to  differentiate  between 

Preaton  (1967)  and  Preaton  and  Sobarbach  (1971) 
condubtad  aoae  of  the  earlleat  reaearch  on  the  lala- 

3cbarbaoh  (1971)  atud/r  aubjecta  were  aaked  to  read  12 
neaaagea*  After  each  Beaaagei  they  were  required  Co 


incorrectly  labeled  logically  invalid  but  pragBatioally 
iBplled  atatcBenta  aa  being  eocurete  In  62.51  of  the  caaea. 

oolleaguee  (Bruno  and  Harris  I960;  Harris  1977;  Harris, 
Dubitsliy  and  Tbompaon  1979;  Harris  et  al.  1960;  Honaco  and 
Kaiser  1983)  have  further  examined  the  production  of 
intrualcns  In  the  advertising  context.  Harris  (1977) 


of  *20  advertising  Besaages 
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riotitlcus  brands  of  a varlaty  of  produobs*  Half  the 
aubjeota  vara  given  a aaaeage  that  made  an  explicit  claia 
(e.g.f  If  you  use  Clove  aouthwaah,  It  will  keep  your 


10  avoiding  you)i  tbe 
that  left  the  olalm  iiplinlt  ( 
friends  are  avoiding  youj  use  Clc 
dlfferenoe.  Note  the  Inferenda  tb 
you  aore  popular  la  not  aentloned  in 
It  be  logically  Itoplied.  However, 
lapllad).  Subjects  were  required  to  rc 
indicate  the  acouraoy  of 
aeaeage.  In  the  Inpliolt-oeaeage  condition,  the  sat 
Included  logioally  invalid  but  pra^etloally  inpLied 


I oeasage,  nor  can 
Is  pragBBtically 


avoiding  you).  The  raaulta  showed  that  subjects  were  as 
likely  to  rate  the  pragaatlcally  iiopllcd  stateaents  ae 
being  true  in  the  implicit  claim  condition  as  they  were  in 


the  explicit  claim  condition.  Similar  results  are  ala 
reported  by  Harris,  Dubltaky  and  Thcapeon  (1979)  and  Brun 
and  Harris  (1960).  In  addition,  Harris' (1977)  reports  tha 


aubjects  who  heard  the  Implicit  aesaage  and  these  who  heard 
the  explicit  message  when  asked  to  indicate  their  brand 


PinallYr  tba  rasearoh  of  Jacoby  and 
(Jacoby  and  Hoyar  19B2;  Jaooby,  Nelaon  and  Hoyar  I9B2)  also 
auggasta  tnat  people  incorrectly  Judge  logioally-falaa  but 
pragiBBtleally-iivlled  atatenente  derived  froo  a cooBaroial  aa 


Tbaaa  results  suggest  that  people  cannot 
differentiate  between  logically  true  and  falae  Inferences 
drawn  froD  a oesaage  when  the  false  claioe  are  pragBatioally 
ieiplled.  In  addition,  Barria  (1977)  ahowed  that  a aasaage 
that  contained  an  laplled  olaia  had  aa  ouch  of  an  Inpaot  on 
the  eubjeota'  preferencea  as  did  a similar  message  that 
explioitly  asserted  the  same  olalm.  Since  all  the 
studies  required  subjects  to  indloate  the  aocuraoy  of  the 
clalnS)  their  results  do  not  directly  apeak  to  the  laaua  cf 
whether  the  errors  result  because  incorrect  Inferences  are 
spontaneously  produced  when  prooesslng  the  message  or  are  a 
funocion  of  the  response  Cask  used.  It  oould  be  that  tne 
errors  are  due  to  a failure  to  discriminate  between 
logically  valid  and  Invalid  statements  within  the  confinaa  of 
tne  emperimental  task.  However,  the  large  proportion  of 
errors-xPreeton  and  Soharbach  (1971)  found  6S.51  of  the 
raaponaea  to  be  in  error  and  Jacoby  and  Hcyer  (19B3)  found 
over  30%  of  the  responses  to  be  In  error — suggeats  that 
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10,  the  rinding  that  Inpllad  and  direotl; 
aaaerted  olalaa  have  an  equivalent  lapaet  (harrla  1977)  la 

Although  the  advertlalng  atudlea  provide  inoonoluaive 
evidence  (beoauae  of  the  aethodology  uaed),  reaearoh  In 
payohology  providea  evidence  that  auggaate  that  intrualona 
are  produced  In  the  oouree  of  oooprehendlng  any 
coanBUnlcation  and  their  frequency  Increaaes  over  time. 

The  aeailnal  work  in  thla  area  nay  be  attributed  to 
Bartlett  0939),  Bartlett  had  aubjeota  read  a folk  tala  and 


general  reaulta  eoerged  fron  thla  work.  Be  found  that 
with  delay,  (a)  nencry  tracea  beccne  alnpllfled  through 
the  OBDlaalon  of  detail.  <b)  the  glat  or  a coherent  frane 
teoda  to  peralst,  (o)  recall  la  Inoreaelngly  guided  by  the 
general  franea  (abatractlona),  (d)  detalla  that  are 
oonaletent  with  the  general  franea  tend  to  be  recalled  beat, 
and  (e)  there  la  an  inoreaalng  amount  of  error  In  recall. 


finding  la  c 


Following  the  pioneering  work  of  Bartlett  (1932),  the 
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attention  (es<*  Arkes  end  Herkneas  i960;  Cbniatlaaneen  1969; 
English  «t  al.  19311!  Klntaoh  and  van  WJk  1978j  Llngle  at  al. 

Snyder  and  nranoultz  1978;  Spiro  I960).  In  generali  the 
data  denoostrate  that  ulth  the  paaaage  at  tine  recall 


protooolB  contain  increasing  amounts  of  Intrusions. 

?or  ezample.  Ovens.  Bower  snd  Black  (1979)  had 
subjects  read  a story  about  the  activities  of  a character  who 
was  worrying  about  an  unwanted  pregnancy.  Experlsiental 
subjects  Knew  what  the  character  was  worrying  about  and 
control  eubjscta  did  not.  A recall  test,  after  a brief 
delay,  shoved  that  subjects  In  the  experimental  condition 
distorted  many  of  the  details  in  a manner  consistent  with 
the  theme  (i.e.,  the  character  worrying  about  the  unwanted 


pregnancy). 

Snyder  and  Branowlts  (1978)  had  subjects  read  a 
biographical  sketch  of  a vooan.  Either  immediately  after 
or  one  week  later,  some  subjects  learned  that  the  woman 

that  she  was  currently  living  a heterosexual  lifestyle; 
still  others  learned  nothing  about  her  current 
lifestyle.  The  impact  of  this  Infoniiation  was  assessed 


history.  Subjects 


s«lBotlv«ly 


supported 


bolstered  their  current  interpretations. 

research  In  the  context  of  asking  a dlagnosle.  Subjects  were 
shown  eight  eyaptoas*  four  of  which  were  related  to  the 
Down's  syndrome  and  four  of  whloh  were  unrelated  to  the 
Down's  syndrcae.  Subjects  were  Instructed  to  aeBorlse  the 
Infomatlon.  They  then  responded  to  a two-ltea  questionnaire 

following  the  presentation.  Subjects  were  edainlstered 
e reoognitlon  teat  twelve  days  later.  The  test  required 
subjects  to  rate  teet  iteas  toontalnlog  old  Iteas,  new 

iteae)  on  a seven-point  scale  indicating  how  oertsln  they 


Subjects  who  had  aade  a diagnosis  were  acre  oonfident  that 
they  had  seen  the  new  Iteas  related  to  the  syaptCBS  than  they 
were  of  having  seen  Items  unrelated  to  the  syaptoas.  There 


The  propensity  to  alarecognlae  tbenatleally 
consistent  iteas  is  also  reported  In  the  work  of  Qraesser  and 
hla  colleagues  (Oraesser,  Gordon  and  Sawyer  1979^  Graesaar, 
Won,  Kowalakl  and  Salth  19S0;  Snlth  and  Graoeaer  198lj 


Xintssli 


and  van  Dljlc  0978)  Have  axamlnad  tba 
affaot  of  dalay  on  intrualona.  They  report  that 

propoaltions  recalled  by  the  aubjeets  verb  intrualcna.  The 
proportion  of  Introalona  Increaaed  to  35t  and  ^5%  after 
a delay  of  one  aonth  and  three  nontnar  reapectively. 
Llngle  at  al.  <1979)  also  found  intrualon  arrora  to 
Inoreaae  over  a delay  of  one  week.  Subjecta  who  had  been 
evpcaed  to  a trait  deaoription  and  had  made  lopreaelon 
Judgnenta  alarenogaiaed  Inpreaaion  oonalatent  folia  In  a 
recognition  teat.  The  extent  of  alarecognltlon  Increaaed 
over  a delay  of  one  week.  31nilar  reaulte  are  reported  by 
Sulln  and  Pooling  (197b)  and  Pooling  and  Cbrlatlaanaen 


corroborated  by  Alba  and  Oflr  <19Sb).  They  preaented  eub^eota 
with  a thlrty*ettrlbute  deaoription  of  a car  and  than  nad 
aubjecta  recall  the  deecrlptlon  ItoBedlately  after  or  after  a 
delay  of  approximately  ten  daye.  They  found  only  99  of 
the  attrlbutea  recalled  In  the  leffledlate  condition  to 
be  intrualona  and  299  of  the  attrlbutea  recalled  In  the 
delayed  oeaeurenent  eondltlon  to  be  Intrualona. 

rinally,  Spiro  (1980)  providea  an  explanation  for  the 


Intrualona  over 


preaented  aubjecta 


99 

wltb  atorlsfl  tbat  uara  internally  oonfllctlog  and  alioued 
that  errors  in  reoall  (a)  inoreaaed  with  tiasr  and  (b) 
dlatort  faata  in  suob  a way  that  the  eleaents  of  the  atory» 
as  raoalled,  are  oonalatent  with  each  other.  Spiro 
Ci9S0)  reports  that  aubjeota  who  were  instructed  to  think 
about  and  react  to  the  story  (thus  Integrating  the 
information  uith  prior  knowledge)  produced  many  more 
Intruaiona  than  did  subjects  who  were  required  to  neoorize 


Thus,  a nUDber  of  studies  using  widely  d 

and  frcB  short  stories  to  single  iteo  dasoriptlona),  encoding 
tasks  (oaking  a diagnosis  to  iseaorisatlon),  and  output  tasks 
(recognition  or  reoall)  have  found  evidenoe  for  the 
oocurrenoe  of  intrusions.  The  studies  d 
eoall  fraction  of  the  studies  dealing  w 

here.  Pirst,  the  studies  show  that  in  soioe  oases  both 
intruaiona  and  recall  are  guided  by  the  auanary  or  gist 
of  tba  ioforaation  acquired.  Subjects  inoorreotly 
reoall  or  nisreocgnlae  Infcmation  ocnsistent  with  tbs  gist 


Harkness  1930;  Lingle 


detailed 


end  Slack  1979;  Snyder  aed  Urancvlta  197S;  Spi 
Abstraotiona  are  baaieally  auinBiarias  of  acre 
Inroroatlon  and,  tberefcre,  we  would  eapaot  loeruelona  to 
be  Qonalataoe  with  abstract  interpretatlona  and  overall 
evaluations.  Sacood,  the  studies  by  Alba  and  Oflr  (19S4), 
Bartlett  (1932),  Doolln^  and  CnrlaClaanaen  (1977)t  Bnglleh. 
Wellborn  and  Killian  0934),  Llngla  et  al.  0979),  Klntach 
and  van  Oljk  0978),  and  Sulin  and  Ooollng  0974)  show 


Thus,  Intrusions  oan  play  an  Inpcrtant  role, 
particularly  In  delayed  attltudinal  dudgeent.  The 

significant  amounts  of  Daterlal  that  la  not  'true."  This 
Inforoatlon,  neverthalese,  nay  be  used  In  asking  an 
attltudinal  Judgaent.  It  la,  therefore,  laportant  to 
track  the  Intrusions  at  different  points  In  tlae. 
Intruslona  are  the  fourth  category  of  thoughts  to  be 
Inoluded  In  the  coding  scbeae. 


Other  Categoriea 

The  five  categories  described 


expected  to 


aocouht  for  oost  of  the  respcoees  generated.  However, 
the  advertising  literature  suggests  that  these  categories 


responses 


Bnd  Ray  19B3;  Belan  19B1,  1982;  L 
; MrigBt  1973.  '979,  1975).  He 

iDcludad.  They  arai  ourioaity  tliougAta, 
n ttioughta,  ad  oredlbillty  tboughts,  irrelevant 
thoughta,  frequenoy  thcuglita,  and  otbar  evaluative  thougbta. 
Curloalty  thoughta  and  Irrelevant  thoughta  have  been  included 
IQ  past  atudlea  In  the  cognitive  response  tradition  (BaCra 
and  Ray  1983;  Belch  1981,  1982;  Luts  and  HacKentie  1981). 
Tlie  ad  execution  and  ad  credibility  thoughts  are  derived  froo 
the  work  or  Lutz  CLutz  1985;  Lutz,  MacRenzle  and  Belcb  1983). 
The  contents  of  the  reaelnlng  two  categories  are 
described  In  Appendix  8.  It  Is  expected  that  these 
categories  provide  a coding  aoheoe  that  permits  cognitive 
responses  toward  the  brand  to  be  partitioned  into  a sat  of 
mutually  exclusive  acd  collectively  exhaustive  categories. 
Beletlonahlp  to  the  Traditional  Cognitive  Response 


The  proposed  soheo 
traditional  cognitive 
moat  widely  used  scbaoe, 


e commonalities  with  the 
ISO  categories.  Considering  the 
me  introduced  by  grltfit  (1973), 
ue  find  that  there  are  four  categories — counterargiaents, 
support  arguments,  source  derogations,  and  curiosity  thoughts 
(see  Appendix  C for  Bright's  1973  coding  scheme). 
Curiosity  thoughts,  as  defined  In  the  proposed  scheme,  are 
Wright's  definition  of  tbat  category.  The 


Qcntanta  of  vliat  Wright  labeled  oounterfirgUBOnte  and 
support  arguments  have  been  reorganised.  BISBents  of 
oouoterargumenta  are  now  inoluded  In  one  of  five 
negetlvelf-velenoed  catagorlaa:  slngle-oue  Interpretatlonsi 

and  other  evaluative  thoughts.  Por  Inatancei  statements 
oonoernlog  an  undesirable  attribute  or  unfavorable 
be  product  would  have  been  ooneldered 
I tfrlgbt'a  sohoBB.  In  the  proposed 
.a  negatively-valenced  alogle. 
cue  Interpretations  and  negatlvely-valenoed  abstract 
Interpretations,  respectively.  Similarly,  support  argiments 
are  distributed  aaong  the  five  posltlvely-valenced  categories 
of  elngle*eue  Interpretations,  abstraot  Interpretations, 
ovsrall  svaluations,  Intrusions,  and  other  evaluative 
tnougbta.  This  isaves  the  category  Wright  labeled  source 
derogacicn.  The  respcnses  traditionally  coded  as  source 
derogations  are  now  coded  ea  ad  execution  and  ad  credibility 
thoughts. 

Before  leaving  this  chapter,  however,  It  la 
:o  appreciate  that  although  tl 


'e  aimllarltles 


n laporbent  difference.  Wrlght'e  achoBe, 


Ray  1983,  1988, 


CiUrTER  POUR 

TKS  ROLB  OP  PRIOR  KROWI.EDOB 
IntrQdUQtlQn 

Application  of  an  Inforoation  prooasAing  approach  to 
the  atudy  of  paralstanoa  of  adaertlalng  affoota  at  the 
individual  level  requiree  that  we  direct  cur  attention  to  the 
proceaaea  intervening  between  ad  expoaure  and  the  final 
outcome.  Since  changed  in  the  proceaaea  could  affect  the  end 
reault,  it  la  critical  that  we  underatand  which  variablaa  are 
Important  and  how  they  affect  the  Intervening  proceaaea.  In 

the  diatributlon  of  oognitlona  acrcaa  the  reaponae  oatagoriea 
deacriOed  in  Chapter  Three  be  Identified. 

The  literature  auggeata  two  variatlea  that  have  a 
atroog  influence  on  Che  dietrlbution  of  cognitive  reaponaea. 
They  are  (a)  ability  Co  prooeaa  information  and  <hj 
motivation  to  prooeaa  InfonBatioo  (Petty  and  Caoloppo  1981). 
In  the  preaent  reaearch,  the  effect  of  prior  Xnowledge,  an 
operatlonallMtlon  of  ability  to  prooeaa  information,  la 
InvoatlgaCed. 


fpaaaworlc 


rior  Knowladge 

for  axaalnlng  parausslon  offecta, 
Patty  anil  Caolappo  (19C1)  nava  anggaatad  that  tba  dagraa  pp 
attitude  abange  and  its  taaporal  paraiatanca  la  determined  by 
e aeaaage  la  elaborated 


upon.  An  noted  above,  tbey  poalt  prior  knowledge  to  ba  a key 
determinant  of  the  ability  of  the  message  raelplant  to 

The  relationship  between  prior  knowledge  and  Information 
prooaealng  has  bean  extensively  dooumanted.  Research 
suggests  that  with  Increased  knowledge  the  rate  of 
iDformatlon  processing  Is  speeded  up  {a.g..  Alba  and 
Rutchlnaon  19S6;  Posner  and  Soyder  1975)  and  the  effort 
required  to  to  process  Information  is  reduced  (e.g..  Alba  and 
Rutohinaon  1986;  Luaaler  and  Olshavaky  1979;  Payne  1976; 
Rusao  and  Posher  1983).  The  availability  of  prooeaaing 
eapaolty  nay  also  Influence  the  use  of  analytlo  versus  noo- 
analytlo  decision  strategies  (e.g.,  Beattie  1962;  Cohen  1982; 
Sujan  1985). 


The  remainder  of  this  chapter  reviews  the  research  on 
prior  knowledge  with  particular  emphasis  on  the  literature  In 
marketing  and  consumer  behavior.  The  Influence  of  prior 
knowledge  on  memory  and  evaluation  processes  la  documented. 
The  researeh  findings  are  organized  Into  three  sections  based 


on  the  aeesure  of  prior  knowledge  ueed.  Thie  wae  done 
beceuae  resulta  of  peat  reaearch  appear  to  be  aenaitlae  to 
the  operational  aeaaure  of  prior  knowledge  uaed> 

^-oduot  Claaa  Faalllerlty 

It  la  generally  aoknowledged  that  the  aaount  of  prior 
knowledge  conaiaoers  poaaeaa  about  a product  category  affeote 

* particular 
relatlonahlp 
eraluatlon* 


their  InforDatloD  proceaalng 
Conaumer  reaearchera  have  inveetlgated 
knowledge  In  a variety 
relevance  here  are  atudlea  documenting 
between  familiarity,  lofomatlon  proceaalng, 

Panlllarltv  and  Hemory 

Bdell  and  Hltohell  (1976J  examined  the  Impact  of 
expertiae  on  reaponaee  to  advertlalng  and  attitude  change. 
Prior  to  aaaignlng  eubjecta  to  treatment  coodltlona  Chlgh  and 
low  knowledge),  aubjecta  filled  out  a Queatlonnalre 
Indicating  the  maeber  of  earlier  purohaaea  of  ailver  pollah 
and  their  reoall  of  brand  namee.  gubjeote  with  nigh  acorea 
on  recall  were  eaalgned  to  the  high-knowledge  conditlchj 
the  remaining  aubjecta  were  randomly  aaslgned  to  the  hlgh- 
ahd  low-kcouledge  groupa.  Next,  aubjecta  In  the  hlgh- 
knowledge  group  read  a three  page  write  up  of  factual 
information  about  allvar  pollah.  Thla  aerved  aa  the 
knowledge  manipulation. 


Subjaat9  ia  eaon  knowledge  condition'  read  a print 
advsrtlaeoent  for  ellver  polleb  end  cerballzed  their  thoughts 
concurrently.  Keasuree  of  attitude  and  buying  Intention  were 
also  adalnistersd.  The  results  show  that:  C1)  subjects  In 
the  high  Knowledge  oondltion  produced  nors  oognltlve 
responses,  <2)  the  IncrsBsnt  was  due  aalnly  to  Increased 
counterarguing,  and  (3)  there  were  no  differences  in  oeasurae 
of  attitude  and  buying  intentions  across  the  experimental 


the  primary  hypothesis  that  experts  ui 
e prooesalng  of  information  appeared  to  be 
oonflroed,  the  results  ere  ambiguous.  The  authors  note 
that  ten  subjeots  in  the  hlgh-knouledge  group,  who  had 
prior  experience  with  the  product  category,  generated  fewer 
oognltlve  reaponees  than  subjects  with  no  prior  product 
experience.  Harks  and  Olson  (1961)  report  a eimllar  finding. 
Because  prior  experience  is  a measure  of  knowledge  (e.g.. 
Park  1976),  there  are  three  competing  explanations  for 
the  pattern  of  results,  first,  the  laboratory 
manipulation  of  knowledge  may  not  have  generated  Iciowledge 
structures  Isomorphic  to  the  structures  that  people  typically 

Seoond,  knowledge  may  not  be  a unldlnenslooal  o 


knowledge 


Subjects 


ia  the  laboratory.  This 
saotlon.  Third*  aubjecta  wl 
Just  learned  Inforsation  i 


ho  had  acquired  "knouledge" 
be  diaouesad  in  a later 
a product  novloaa  and  bad 
the  product  claaa  oey 


satarlal.  The 
explanation  ova 


I reproducing 


The  research  of  Sujan  (1965}  la  pertinent  here.  She 
presented  aubjeota  with  ad-llke  descriptiona  of  oanaraa  and 
aeaaured  their  cognitive  raaponaea  and  brand  attitude. 
A coDparlaon  of  the  responses  produced  by  experts  and 
novlcesi  as  measured  by  a 15-ltea  muXtlple  choice  scale 


raaponaea  (p<0.Q6). 
relationship  between 


aso  (1961,  1969)  examined  the 

elf-rated  familiarity  and  amount  of 

results  show  that  In  situations  that 


Information,  such  . 


oh  as  when  making  a stimulus-based  Judgment, 
choice  task,  in  which  subjects  use  phased 


OLanavakj 


atrataglaa  (Payne  197^!  Luaaier  and 
novlcaa  recalled  tde  leaati  ooderately  faalliar  aubjaota 
recalled  the  moatr  and  the  experta  recalled  an  Intermediate 
anount.  Jchcacn  and  Ruaao  (19dli  19SA)  argued  that  ncelcea 
recall  the  least  due  tc  their  Inability  to  Initially  encode 
Inrcnatlon.  Experts  recall  less  than  noderately  familiar 
auhjacta  because  experta  are  aelectlve  In  vhat  InforDstioD 
they  consider  In  making  a choice.  This  selectivity  at  the 
tlae  of  encoding  leads  tc  lower  than  expected  levels  of 
recall.  The  results  of  Johnson  end  Ruaaoi  therefore,  may  be 
interpreted  as  conslstebt  with  Che  notion  that  experta  are 

An  expert's  superior  ability  to  acquire  and 

reproduce  learned  material  1s  also  documented  by  Alba  (19831. 
In  that  study,  subjects  uhc  rated  themselves  as  being  more 
knowledgeable  recalled  slgnlfloaotly  more  of  the 
information  presented  In  an  "ad"  than  subjects  who  rated 
thsmaelves  as  less  kncwledgeable.  What  is  more  interesting  Is 

supports  this  finding.  These  studies  corroborate  a well 
established  result  in  the  psychology  literature  (Bransfcrd 
and  Jobcsoc  1972;  Chiasl,  Spllich  and  Voss  1979),  that  in, 


viU  iDcraaslng  lovelg  sf  prior  knowlodge  p«opla 


able  to  ooaprehand  and  raoall  Infonaatlon. 

FaalliapltT  and  BTaluatlon 

Tba  lltaratura  on  ths  role  of  prior  knowledgo  io 

dlffarant  atratoglea  in  Baking  a Judsoant  or  choice. 

Hlatorioally,  the  raaaaroh  has  ahovn  that  novioaa  rely  oa 

For  axanplar  Park  (19761  found  that  azparta  used  a weighted 
cOBpensatory  oodeli  and  novloee  used  an  unweighted  nodal. 
Bettnan  and  Park  (19301  also  found  that  novioaa  use  aiaplar 
atratagies  than  axperta  in  making  a Judgnent.  Reoent 

novices  asked  for  nora  dealer  evaluations  oonpared  to 
experts.  PrasunaOly,  these  wholietio  evaluations  could  serve 
as  a ainple  heuristic  in  asking  a choice. 

Though  a oonalderable  aoount  of  evidenoe  suggests  that 
experts  construot  ludgaents  fron  detailed  infornatlon  and 

to  sake  a Judgnentf  recant  research  by  Sujan  (19651  suggests 


Oinaplex  and  effcrtful  strategies. 

Sujan  (19651  presented  eubjeots  with  descriptions  of  two 


a&a«ra>  Tbe  deaarlptlons  w«ra  altlur  approprlataly  labsled 
■a  35bsi  SLR  camera  or  110  camera  or  the  deaoriptlona  and 
oategory  labela  were  iptarolianged.  According  to  SuJanj  the 

labeled  deacriptlcna  uaed  retrieved  detalla  to  make  a 
Jodgmenti  experta  preaeated  with  the  correctly  labeled 
deaorlptlona  relied  on  retrieved  category  asaoclated 
evaluatlona  la  making  a Judgment.  ThuOf  Sujan'a  atudy  ahows 

brandf  they  rely  cm  retrieval  of  evaluatlona  aaaoolated  vith 
the  category  to  make  a Judgment,  gowever,  'vbec  ^arly 
attenpta  at  catagorlxatlon  rail)  experta  reaort  to  evaluation 
atrategiaa  baaed  on  detailed  information.  Similar  reaulta 

(e.g.,  Flake  19SS|  Flake  and  Kinder  19R0). 

Taken  togetberi  the  reaearoh  auggeata  that  experta  (1) 
are  able  to  oomprehend  and  elaborate  upon  preaanted 
Information,  and  (11]  uae  oomplex  decialon  atrataglea  whan 
initial  attempta  to  uae  category  baaed  evaluatlona  fall. 

The  atudiea  reviewed  In  the  laat  two  aectiona  have 
typically  relied  on  a rating  aoale  neaaure  of  prior 
kmowledge.  Bettsan  and  Park  (1980)  uaed  a five-point  aoale 


unfamiliar 


(1983)  uaed 


ranging 


blgb  knovladgai  Jslmaon  and  Ruaso  (1981,  1989)  uaed  a 


for  particular  producta  ocoparcd 
pcpulatlco.  gucb  aoalae,  bowavar, 


a problao;  thay 


auch  they  really  knew  (Park  and  laaalg  1981).  1 goad  aalP 

rating  naasura  of  koowledga  abould  (1)  be  very 

(11) cover  the  entire  range  of  poaslbla  knowledge.  In 
conaonance  with  tbeaa  orltarla,  Johnacn  0989]  baa  oaed  a 


la  anobored  at  o 


a Buoh  knowledge 


prcfcaalanally  trained  paraon  in  tnat  area  (e.g.,  an 
alaotrlcal  engineer  for  T9a).  Three  middle  lavela  of 
expertiae  are  alao  almllarly  labeled.  It  la  propcaed 


Struoture  of  knowledge 


knowledge  revealed  that  knowledge  wee  a complex  oonetruct, 
and  It  waa  too  almpllatlc  to  think  of  expertiae  ae  having 


wQr«  ^iffar«noes  between  experta  and  noTloea  in  the  way 
Imewladge  or  learned  aatarial  waa  atructured.  The 
theorialBg  and  eaplrical  reaaarah  on  the  atruoture  of 
eonauaer  Icnowledga  derivea  ita  iapetaa  froB  the  work  oP 


Soctt  (1974)  oonoeptualiaed  kncwladga  of  a domain  as 
balng  denned  along  eight  atruotural  oharaoterlstlca.  They 
are  dlmenalonallty,  attribute  artloulatioo,  attribute 

balance,  and  loage  aBblTdlanea.  Theae  eight 
eharaoteriatioa  relate  to  two  aspects  or  eognitloni 
the  extent  to  uhloh  objaeta  are 


distinguishable,  and  Integration,  or 
objeota  are  related,  Oalng  a buI 
approach  (Campbell  and  Flake  1959), 

dlBenalonallty  (l,e,,  an  inoreaae  in 


number  of  dlatingulahable  levels  along  each  attribute), 
Tba  reaulta  were  replicated  across  four  cognitive  domains. 
Taking  a different  perspective,  Hayes-Roth  (1977)  has 
theorised  about  the  evolution  of  cognitive  structures  and 


(1949) 


aell-asasobly  ttiaory,  posits  that  kncwledgs  dsvsiopasnt 
begins  with  the  learning  and  strengthening  of  isolated 

CODponent  representations  are  subsequently  linked  by 

aoqulsltlon  progresses.  A oonflgurstlon  of  assooiated 

ualtlaad  as  higher  order  representations.  Howeveri  if 

lots  Its  flonetltuente,  and  the  ooealatenoe  of  a unltlaed 
representation  and  Its  eleaental  constituents  can  ooeur. 
Plnallyi  the  particular  representations  depend  on  how  nesory 
Is  used!  If  Boat  situations  require  a 
unltlaed  representation  only,  then  the  eleoental  □< 
need  not  be  stored  separately.  Alternatively,  If  at  tines 
the  unltlaed  representation  needs  to  be  aotlvated  and  at 
others  the  eleaents  need  to  be  aotlvated,  then  the  two 
types  of  representations  are  likely  to  coexist.  In 
general,  with  increased  levels  of  knowledge,  Bore  abetraot 
concepts  beaoBe  available  In  aenory;  details  can  slab  be 


11i 


oarketlng  d 


ift  tlMorislng  in  the  pe^ohological  literature  hae  rcnaed 
leia  for  exeelnlog  the  atrueture  of  ooneuaer  knouledge. 
')  Oleon  and  Siae  (198i)  preeent  one  of  the  earlleot 
t extending  the  pafcbologioel  research  to  the 

.t  (1979).  the  latter  ohareotarletla  is 
based  on  the  uoric  of  Keyaa-noth  (1977>  (see  also  the  notion 
of  blerarohlcal  groupinga,  ColLina  and  Quillen  19^9.  and 
unltlaatloo,  SlDon  1972).  Sanwari  Olson  end  Sins  (1991) 
Beeaured  the  structure  of  oonsuoer  Icnovledge  using  two 

with  a S3-iteiB  nutrition  scale  containing  a variety  of 

dioanaions  had  a positive  correlation  uith  this  oeesure  or 
knouledgai  the  correlations  were  snail  and  not  significantly 
different  fron  aero. 

(19S1)  report  a study  that  exaieined  the  difference  in  the 
I diaeoslonality  of  knculedge  struoturea 
and  novices  and  its  iBpect  on  cognitive 


I abstraotnass  and  dinenalonallty 


countarargulng  by  tba  ncvlaaa. 

Pinallyr  Conovan  <196S]  axamlned  bha  ralatlanablp  batwean 
familiarity  and  tba  atructura  of  oonaumar  knowledge  using 
tba  repertory  grid  epproaeb.  Thia  study  too  failed  to  find 
tba  bypothaelaad  relablonsblp  batvaen  abatraotnass  of 
knowledge  atructura  and  familiarity. 

the  structure  of  oonauner  knowledge  have  not  bean  able  to 
find  any  reliable  ralationahip  between  amount  of  prior 
knowledge  and  structure  of  koowledge.  These  findings  are 
rather  surprising  in  view  of  the  results  obtained  in  the 
paycbologioal  research  (aee  Alba  and  Hutohiosoo  19B6  for  a 
detailed  review).  Perhaps,  the  results  may  be  aooounted  for 
by  the  maasurenent  approaohas  used.  Alternatively,  the 
problem  may  be  one  of  range.  That  la.  the  difference  in  the 
amount  of  knowledge  between  experta  and  novices  may  be 
relatively  small  in  the  marketing  studies  and.  therefore, 
differences  in  struoture  may  be  hard  to  deteot.  Finally,  it 
la  poaaible  that  tba  difference  may  be  aooounted  for  by  the 


Infornation 


typically  prcocaaed. 


aoquiaitlOD  of  detalla  and  foraatlon  of  lower  laval 
catagorlea  on  tha  cna  hand  and,  on  tna  othar,  aoquialtlon  of 

oategoriea.  Thua,  atniotnral  differancaa  In  knowladga  do  not 
aaaB  uaefnl  as  pradiotcra  of  oonsuDor  decision  staking. 

Types  of  Knowledge 

A third  straan  of  research  has  exaolned  the  role  of 
sea  of  loiowLedga  on  oonauBer  lofonsatloa 
d decision  making.  A word  of  alarifioation 
I meant  hy  "types  of  knowledge"  la  io  order. 


different  t 
prooeaalng  t 


Consider 


respond  identlaally 
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fanlllarlty  aoala  measure  of  knowledge  about  caro:  One  nay 


the  inner  workings  of  a 
Dodelsi  featuresi  eto 


car  but  is  unfamiliar  about  brloea. 
purohasad  a car  reoently.  Now 


sat  of  alteraativea  a' 
with  prioeSr  modelai 


oonparad  a 


market  and  is  familiar 


of  the  ourront  product 


teohn ioally 


affaoted 


ir  researchers 
i4  MltcAsn  19B1; 
Id  Staelle  19S3f 
« 1992).  * suiber 


education  leeel  and  experience  vith  coaplez  c 

(Beattie  19B3i  Bruelcs  19B9.  <986;  BruoKs  ai 
Brucka  Hltchell  and  StasUn  196U;  PusJ  a 
Rettiana  and  Eastak  1982;  Saegert  and  Ycui 

content — experieotial  careua  oonoeptual.  The  Ton 

knowledge  acquired  through  learning  f 
source  such  as  adTsrtising  (Baattia  1983;  Rethans  and 

Beattie  (1983)  has  suggested  tnat  the  prooesalng  and 

the  type  of  knowledge  the  consuaer  possesses.  If  a 


experiential  knowledge  easily.  The  easy  napping  of  external 
Infornation  on  existing  knowledge  struoturesi  Beattie 
argues,  will  lead  to  greater  inference  making.  Also,  the 


actlcated  knowledge 


guide  eveluatiod  b?  trseefer  or  the  eveluetiTe  laterlel 
stored  1a  nefflory  to  the  advertised  brand. 

The  distinction  between  experiential  and  oonoeptual 
knowledger  however,  Is  not  dlreotly  related  to  type. 

clear  with  product  usage,  and  the  dlatlnctloo  between 
experiential  and  oonoeptual  knowledge  breaks  down. 
Eeaentlallyi  this  dlatinotion  oonfounda  content  of  knowledge 
with  the  nethod  of  acquisition. 

Brooks  and  Mitchell  (19BO  have  suggested  a 
different  and  acre  elaborate  typolop  of  the  types  of 

their  typology  are  deaorlptlve  of  the  content.  The  typology 

<d)  evaluative  criteria,  and  (e)  procedural  InforBatlon. 

within  a particular  doealn.  For  stereos  this  night  include 

this  could  Inolude  the  aeanlng  of  electronic  fuel  Injeotion. 
Spaolflo  facts  are  knowledge  about  oblaota  In  the  dooaln. 
Exanplea  are,  "the  IBM  PC  has  a 25dg  RiK,"  and  "a  Toyota 
Corolla  gets  39  alias  per  gallon,"  In  the  personal  oosputer 


Caussl  relationships  are  knowledge 


produot  attributes  apfeot  perforaanoe  within  a product 
dosaln.  Por  exanple,  knowing  that  Dolby  olrcuitry  leads  to 
noise  reduction^  or  a four-oylinder  engine  leads  to  high 
gas  Blleage  are  good  examples  from  the  stereo  and 
automotive  domains,  reapeotively.  Criteria  for 
evaluation  are  the  elemeats  or  knowledge  that  are  used  for 
making  an  evaluation.  An  example  Is  a cut-orf  veluei  a 


ie.,  any  car  priced  less  la  aooeptahle, 

knowledge  about  how  to  use  or  what  to  do  with  oOJeets  within 
a domain.  For  instance,  knowledge  that  a stereo  amplirier 
must  be  set  at  the  lowest  volume  setting  prior  to  turning  on 


oar  should  be  oheoked  every  week  are  examples  of 


advertisements  directed 
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procedural  knowledge  oiay  not  affect  coaprehenelon  of  product 

— a potential  eouroe  of  ocnauoer  diseatlefactlon. 

typology  of  knowledge  to  Inolude  eight  categories: 
terslnology,  product  attrlbutesi  general  attribute 
evaluation,  apeolflc  attribute  evaluation,  general  product 

and  declelon  aaklog  procedurea.  However,  It  reaalna  to  be 


seen  If  these  different  types  of  knowledge  affect  consuaer 
behavior  In  different  waya. 

Though  the  Inpeot  of  the  different  types  of  knowledge, 
specified  In  the  more  elaborate  typologies  proposed  by  Brucks 
and  her  colleagues,  on  oonsuaer  behavior,  have  not  been 
tested,  Brucks,  Mitchell  and  Staelln  {19S<»  have  nade  a 
beginning  by  exealnlng  the  effects  of  two  types  of 
knowledge  about  nutrition  on  the  processing  of  food 
advertlseaents.  They  aeasured  the  subjects'  ability  to 
use  DS  RPA  inforaatlon  (a  aeasure  of  knowledge  of 
teralnology),  and  general  nutrition  loiowledge.  The  lapaot 
of  each  on  Inforaatlon  processing  was  exaalned.  Results  show 
that  an  Increase  in  either  type  of  knowledge  led  to  acre 
nutrition  related  cognitions.  The  two  types  of 


produo«d.  tIS  RDA  ksCFWXedge  i 
proportiOD  of  abstract  cognitive  reapcnaea  fof.  abatractlona) 

nutrition  knowledge  was  related  to  the  proportion  of  epeelflo 
atatesienta  produced-  Thus,  when  people  are  able  to  deal  with 

general  nutrition  knowledge-  specific  Inforeiatlon  la  encoded 


Bracks  (1985)  ezaalned  the  InpllcatloDs  of  self-rated 
knowledge  and  objective  knowledge  about  sewing  oaohlnes  on 
oonsuaer  Infornetlon  search  In  a sleulated  shopping  task 
eettlng.  She  found  that  there  wars  soon  dlfferanoes  in  the 
relationship  between  kcowledge  and  Information  eearch  ae 

neaeures  of  knowledge  that  Included  eeaeures  of  terminology, 
facts,  evaluative  orlterla,  and  usage  situations.  The  primar/ 
differences  in  the  relatlcnships  between  the  two  types  of 
knowledge  and  the  dependent  measures  were  as  follows: 

xamlned  but  subjective  knowledge  was  not: 

seeking  dealer  evaluations  but  objective 
knowledge  was  not.  firucks  explained  these  differences  by 
arguing  that  self-rating  measures  not  only  tapped  the 


t25 


confidence 


s'  knouledge  but  > 

Icncwledge.  Objective  knowledser  bowever,  Is  s pure  oeseure 
of  wbst  the  ccnauAsr  bas  in  aenory.  TbuSf  aelf-rated 
experts  are  Bcre  ocnfldenb  and*  therefore,  tend  cot  to  seek 
others'  opinions.  Those  high  In  objective  knowledge  are 
oapable  of  dealing  with  more  icfomaticn  and,  therefore, 
search  for  oore  inforaation  when  the  decision  task  is 
ooBPlex.  Though  Brucka  <1965)  found  differences  between 
the  effects  of  subjective  and  objective  knowledge,  she  ssaa 
unable  to  exanlne  the  narginal  effects  of  the  different 
types  of  objaotive  knowledge  because  they  were  highly  inter- 
correlated. 

Taken  together,  the  studies  suggest  that  different  types 
of  knowledge  «ay  affect  oonsumar  behavior  In  different  ways. 
Rcvever,  the  different  types  of  knowledge  are  inter* 
oorrelated.  Ccnsusera  are  unlikely  to  learn  about  one  type 
independent  of  the  other  types  in  the  process  of 
knowledge  acquisition  in  the  ooneuoer  environaent.  Thus, 
an  analysis  of  the  narginal  affacts  of  the  different  types 
of  knowledge  would  be  possible  only  through 
independent  nanipulation  of  eaoh  type  of  knowledge  In  the 


when  knowledge 


aubjaotive 

and  objective  knowledge,  aa  tha  two  oaaaurea  say 
bo  tha  dapandant  maaeLire  in  dlPPerent  ways. 

— T — 

aarlza,  tha  literature  auggaata  that  knowledge 
IS  inforaatloD  processing.  People  are  able  to 

Qompretiend  and  racall  aone  InPoraatioOf  aa  wall  aa  uae 
Dora  coBPlaa  beuriatlca  to  Porn  Jud^anta*  Howavarj  tha 
ability  to  uae  aore  conplax  haurlatloa  doea  not  mean  that 
axparta  always  uae  detallad  Inforaatlon  and  oomplax 
heuriatioa  In  nalclng  attitudlnal  Judgoanta.  unan  alspla 
approaohea  auch  aa  tha  uaa  of  oatagony  baaed  avaluatlona 


present  tl 

leBselves,  experts  do  resort  to  such  slople 

atrateglas 

In  asking  attitude  judgaenta. 

Though 

the  psychological  research  suggests  that  experts 

possess  nor 

*0  abstract  concepts,  reaaarch  in  our  Plaid  has  not 

detected  ai 

ich  dlfPerences  In  the  case  oP  consuoar  knowledge. 

Possibly, 

abstractions  ere  generated  autoaatlcally  when 

prooaaalog  braad*attrlbute  InPorBabion,  due  to  the  aaaluatlva 
procaaalng  aat  in  Poroa  whan  auch  Inforaiation  la  typically 
procaaaed.  Alternatlvalyi  abatnaotlona  oan  be  readily 
genaratad  aPtar  the  aoquialtlon  oP  a very  rudlBantary  level 


knowledge 


In  tiM  proponed  study,  both  self-rated  faalllarity  end 
objective  knowledge  are  aeaaured.  There  are  two  points  that 
need  to  be  addreaasd.  First,  In  this  study  knowledge  Is 
■easured  rather  then  sanipulated.  This  was  done  for  three 


unlikely  that  a 
reate  knowledge 


laboratory  oanlpulatlon  ooul« 
structures  Isonorphlo  w] 
typically  possess, 

2.  Consumer  knowledge  is  of  various  types.  Though 


taxonomy,  the  researoh  Is  still  at  a very  early 
stage.  Until  a comprehenalve  taxonoDy  of  the  types  of 
knowledge  is  developed.  It  wmld  be  difficult  to  devise 
a meaningful  manipulation  of  prior  knowledge, 
3.  The  only  study  that  attempted  to  manipulate  prior 
knowledge  {Brunks  and  Hltchall  1961)  found  that 
subjects  who  performed  well  on  the  knowledge 
measures,  responded  differently  from  eubjeots  who 
performed  poorly  on  these  measures  but  ware  In  the  high- 
knowledge  ^wnipulated)  condition.  These  results 
support  the  contention  that  laboratory  manipulations, 


ar«  Isonorpbic  with  tha  atruoturae  of 
axparta*  31ailar  ooncaraa  have  baao  ralaed  by  Bruaka 
(1935)  and  Sujao  (I9B5). 

Saaond,  the  literature  review  ahowe  that  (1)  a 

familiarity  on  ocnaumer  Inforoatloo  procaaalag  exlata,  (11) 
the  preliminary  reaearch  on  tha  erracta  of  aubjaotlve  and 
objective  knowledge  auggaata  that  they  nay  affect  conauaier 
Infonaatlon  procaaalng  and  daolalon  making  In  dlffarant  wayai 

between  axperta  and  ncvlcaa  are  difficult  to  detect  or  are 
non-exletant.  Thuat  the  dlfferanoaa  are  not  uaeful  In 
differentiating  between  the  Information  prooeaalng  and 
deelalon  making  atrateglea  adopted  by  axperta  and  novloaa* 
Therefore,  thia  reaearch  only  examinee  the  effecta  of  aelf. 
rated  familiarity  and  objective  loiowledge  on  the  perauaalon 


The  objective  knowledge 
typolcff  of  Brucka  and  Kltcl 


are  guided  by  t 
Kltchell  (1981).  Three  of  the  fi 


terminology, 

Evaluative  crl 
category  la  different 


.e  other  categoriea  ir 
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IdlosyDCratlQ  to  the  lodlvlduel.  PrecedureX  knowledge  la 
etcluded  becauae  It  perteina  to  product  uaO|  and  la  not 
expected  to  effect  the  proceaaes  of  Intareat  In  the  preaent 
reaeerob. 

The  hypotheaea  about  the  effeeta  of  knowledge  on  the 
perauaalon  proaeadi  preaented  In  Chapter  Flvei  are  with 
reapect  to  the  faalLlarlty  neeaure.  Thla  la  beoauaa  only  in 
thla  area  haa  there  been  aufflclent  reaearoh  to  warrant  the 
teating  of  apeoiflc  hypotheaea.  Aa  oeotlonad  earlier, 
conauner  reaearobera  bare  only  reoently  becose  Intereated  In 
the  different  typea  of  oonauner  knowledge.  Tble  reaearoh 
aeeka  bo  contribute  to  thla  email  but  growing  body  of 
reaearoh  by  exploring  the  relatlonehlpa  between  objeotlye 
knowledge  and  advertlalng  effeote.  In  addition,  by  looking  at 
both  the  effeota  of  aalf-rated  familiarity  and  objective 
knowledge,  thla  reaeerob  aeeka  to  provide  Inalghta  Into  the 
different  waya  in  which  they  affect  the  perauaalon  prooeaa. 


In  thn  pmce^ina  ohaptem, 
la  proposed  reeearoh  rtpe 


conoeptusl  nndsrplnnlnge 
function  of  the 


relevant  eoBaltions  available  In  aeBorf  at  that  tine.  In 
Chapter  Three,  a set  of  cateBorles  of  cognitions  were 
described  that  partitioned  reaponses  to  advertlneBCnts  Into 
groups  that  are  differentially  sensitive  to  delay  and  are 
Inportaot  as  prediotors  of  brand  attitude.  In  Chapter  four, 
the  inpact  of  prior  knowledge  on  the  distribution  of 

role  In  attltudlnal  Judgaent  were  dlcusaed. 

based  on  the  earlier  discussions.  The  hypotheses  pertain  to 
the  effeat  of  three  Independent  variables — delay,  prior 
knowledge,  and  contextual  InforBation.-on  cognitive  activity 
and  Its  iBpact  on  attitudes,  hypotheses  pertaining  to  the 
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cosnlticn-affsot  ralationahlp  will  be  dlacuaaed  aeparatel/i 
and  tna  bfpotheaea  about  Interaction  effecta  ulll  be  taken  up 


Delay  Bffeote 

Tbe  prlnary  goala  of  thia  reaearch  are  to  identify 
oategoriea  of  cognitiona  that  exhibit  dlfferenoea  in  decay 
rate  and  to  track  theae  oategoriea  over  tine.  In  Chapter 
Threci  four  oategoriea  of  tbougbta  directed  at  the  brand — 
rota  reeallf  alngle-cue  interpretationa»  abatraetions,  and 

tbaae  oategoriea  exhibit  dlfferenoea  in  retention  over  tiae. 

Boat  auaoeptlble  to  decay  (Chriatlaanaen  1980;  Craig, 
gternthal  and  Leayltt  1978;  Graaa  and  Wallace  1973; 

ull  1985;  Zialake  1959;  Zlelake  and  Kenny 
, followed  by  aingle-oue  interpretationa  {Alba  and  Oflr 
; Prederikaen  1975a),  abatractiona,  and  overall 
Bartlett  1932;  Carlaton  1980; 
Chrietiaanaen  1980;  Kovland,  lufliadaloe  and  Sheffield  1999), 
Kypctheaie  1 atatee; 

Sic  Overall  evaluation,  abatraot  Interpretationa,  aingle- 
oue  interpretations,  and  rote  recall  exhibit 

Hypotheala  1 ia  conoerned  with  the  forgetting  of 
thoughts  that  reflet  the  learning  and/or  Interpretation  of 
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the  neseege*  Aa  noted  earlier,  there  are  eoae  thoughte  that 
are  generated  at  the  tine  of  expoeure  to  the  ad  and  during 
later  oognitlve  activity  te.g..  at  the  tine  of  attltudlnal 

were  never  nentioned  in  the  advertleeBent.  Theae  cognltiona, 
oalled  IntruBlone,  are  expected  to  Inoreaee  with  delay  (e.g., 
Bartlett  1932;  Pooling  and  Chrlatlaanaen  1977;  Craeeaer  et 
al.  1999)  Klntech  and  van  Dljk  1979;  Llngle  et  al.  1979; 
Snyder  and  aranoultz  1979).  gypotheaia  2 atatea: 

B2i  The  nuDber  of  Intrualone  Increaaea  over  tine. 


Bypotheala  1 auggested  that,  after  a delay, 
proportionately  oore  abetractlona  and  overall  evaluation  are 
readily  aooaaalble  In  aenory.  The  literature  alao  auggeata 
that  the  thene  of  a ooteaunloatlon  nay  be  uaed  to  guide 
further  recall  (Arkea  and  Harkneaa  1960;  Bartlett  1933; 
Sngllah,  Wellborn  and  Killian  1939;  Ungle  et  al.  1979; 
Owena,  Bower  and  Black  1979;  Spiro  IBBOa;  Wyer,  Srull  and 
Gordon  1993).  Therefore,  lb  la  expected  that  over  tlae 
detalla  reoalled  will  tend  to  beoone  lore  and 


Graesaer  1991).  Bypotheala  3 atatea: 


B3;  Overtime,  the  evaluative  Ijaplloatloo 

evaluative  lopllcatlon  of  the  abatraotlona 
evaluatlona  recalled. 
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at  any  poiat  la  tiaa  are  a fuaetlaa  of  the  thoaghta  available 
la  neaory  at  that  tine  (Hannah  and  Sternthal  l9Sti  Hooh  1984i 
Xlsleliue  and  Sternthal  198t,  1986)-  HypotHaela  1 poalta 
that  over  tlae  abatractione  and  overall  tvaluatlaaa  renaln 
atabla  la  aeoory.  Thererore.  over  tlaej  ovei 


and  abstraatlooa  are  Itliely  to  play  an  increaalngly  tisportaot 
role  aa  pradlotora  of  attitude*  Hypothaels  9 atatea: 

overall  evaluatlona  aa  pradlotora  of  attitude  Increaaea. 


Prior  Knowledge 

Before  hypotbealalng  about  the  effecta  of  prior 

people  poaaeaa  Interaota  ulth  product  olaaeea*  for  exaoplef 

BOderate  levela  of  knowledge  and  eaperte  may  be  extreoely 
knowledgeable  (caae  1).  Por  aoae  other  producta  (e.g.f 
ooaputers)i  novioee  isay  leak  even  rudimentary  knowledge  and 
experta  nay  be  extreaely  knowledgeable  (Caae  B).  Thaae 


nypotbeelaed.  Thus  for  caae  li  novloea  Bay  be  expected  to 
not  Juat  have  the  ability  to  encode  faotar  but  alao  to  be 


produce 


afistraotioas 


la  laportant  to  note  that  the  hypotheaee  preaented  ulth 
reepeot  to  Che  affeota  of  prior  knowledge  are  predicated  oo 
the  apeolflc  levela  of  knowledge  Indicated  above  and  may  not 


predlotor  of  recall  (e.g.,  Alba  1983}  Alba  and  Chattopadhyay 
l9B5a,b;  gdell  and  Mitchell  1978;  Rutchinaon  1903;  Johnson 
and  Aueao  1981;  gujan  19851.  Ihue,  eiperts  are  likely  to 


a funotioo  of  prior  knowledge.  It  la  unolear  whether 


inoreaae  or  deoreaea  with  knowledge. 
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one  nandf  lotrualona  aay  be  expected  t 
Increaaing  knowledge  beoaaae  experta  are 
enooda  tbe  atlaulua  Infomatlon  and,  tberef 


to  sake  a niatake.  On  Cbe  other  band,  experta  are  aore 
likely  to  Infer  unetentioned  attrioutea  becauae  they  bare  a 
better  uoderetandlng  of  tbe  Interrelatlonablpa  between 
attrlbutea  (aee  Alba  and  flutoblneon  1995  for  a detailed 


dlaouaalon).  Thua,  Bypotbeala  5 etatea: 


a5i  The  nunber  of  facta  recalled  and 
cognitive  reaponaea  produced  varlea  aa 

aiogle-cue  interpretations  produced 


a funotlon  of 
, recalled  and 

expertise.  The 
of  expertise. 


Context  Effects 


In  attenpting  to  deternlne  why  aoae  studies  have 
suoceeded  and  othsrs  have  failed  to  find  a Judgnent-recall 
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Inforsatlon  about  a conpetlng  brand  la  o 
(context  conditlon}|  raoall  la  expected  to  be  sore  Important 

predlotora  or  attitude.  When  auob  Information  la  not  praaent 
{bo  oontext  condition],  recall  la  expected  to  be  leaa 
Inportant  and  abatraotlone  and  overall  evaluatlona  more 
important  aa  predlotora  of  attitude.  Hypotheala  6 atataa: 

R6:  When  Information  on  competing  branda  la  available, 

evaluatlona  are  leaa  Important  ae  predlotora  of  attitude. 
When  Information  on  oompetlng  branda  la  not  available, 
raoall  la  leaa  Important  and  abatractlona  and  overall 
evaluatlona  are  more  Important  aa  predlotora  of  attitude. 

Two-Way  Interaotlona 

a predicted  between  knowledge  and  delay,  and  the 

prior  knowledge  mignt  affect  the  relative 
' the  varloua  cognitive  antecedenta  of  attitude, 
perapeotlve  holda  that  novlcea  uae  aimple  beurlatlca  in 
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ooaparsd  to  axports  ubo  are  able  to  oombine  detailed 
Infomatlon  In  BaXlag  a judgment. 

Tne  aaoond  parapeative  liolda  tliet  experts  are  able  to 
easily  oategoriie  objeots  and  make  Judgments  by  petrlaTing 
tbs  overall  evaluation  associated  with  tbe  oategory  (Plake 
1982)  Sujan  1983).  This  perspective  suggests  that  experts 
are  acre  likely  to  rely  on  retrieved  overall  evaluations  in 
forming  a Judgment  than  novloes  when  tha  attempt  to 
categorize  is  successful. 

Vhatever  the  prooess  of  aaklog  a Judgment  say  be,  the 
important  point  is  that  experts  and  noviosa  are  likely  to 
rely  on  different  types  of  aemory  traoes  in  making  a 


13S 


»rter  a delay  Eoth  exparta  and  novloea  are  forced  U rell 
more  on  etetreotlona  end  overall  avaloallone  In  aaning  ar 
atlltudlnal  Judpiont. 

Hypotheale  6 stated  that  In  the  ahsenoe  of  details* 
Inforoatlon  on  coopetlng  tirands,  reoalled  delsila  oannot  Sc 
easily  used  In  oalclng  attltudlnel  Judgaante.  In  auol 
altuatlonsi  It  waa  suggested 
evaluations  were  likely 


abotractlona  and  overall 
) the  key  iofluenoera  of 


In  Chapter  Four  and  the  dlaouaaton  preeedlng  hypothesis 
7,  It  wae  suggested  that  experts  and  novioes  rely  on 
different  types  of  Information  in  naklng  a Judgment, 
considering  these  two  factors  together,  two  alternative 
soenarlos  emerges  If  experts  rely  on  recalled  facta  more 
than  novioes  nocauae  experts  can  retrieve  from  memory 
information  about  other  brands  against  whioh  the  target  brand 
may  be  compared,  than  making  information  on  competing  brands 
available  will  not  Influence  the  relative  importance  of 
reoall  in  making  an  ettltudlnal  Judgment  for  experts  because 
they  can  use  retrieved  details  as  points  of  comparison  and  do 
not  need  the  additional  information.  For  novices,  however, 
availability  of  Information  on  oompetlng  brands  Influenoea 
the  relative  Importanoe  of  recall  1 
Judgment.  This  la  because  in 
Information,  novioes  aj 


n making  an  attitudlnal 


e left  with  no  yardstick  against  wl 
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Inportanoe  c 


thereCorer 


to  oonpare  ths  InforietloD  about  tba  target  brand  and  rely 
ralativaly  laaa  on  ratrlave  facta. 

Alternatlvelyj  If  azparta  raly  ooatly  on  ratriavad 
oatagory-baaad  avaluatlona  (of.  Sujan  1939)  baoauaa  that 
afforda  a quick  and  aaay  routa»  than  tba  availability  of 
tn  eoBpatlng  branda  nay  Inoraaaa  tba  ralativa 
if  racall  in  attltudlaal  Judgnanta  nada  by 

ct-baaed  avaluatlona  oonparativaly  aaalar  andi 

problaat«franlng  effaob  (of.  Wrlgbt  and  Dip  1930).  Under  tbla 
aoanariOi  tba  availability  of  oonparativa  iafornation  nay 

a attitudinal  Judgnanta  are  baead  on 
; la  that  the  availability  of 
comparativa  infornaticn  and  tba  laval  of  prior  knowladga 
tcgetbar  datemlna  the  type  of  Infomatlon  that  will  be  uaad 
In  Baking  an  attltudlaal  Judgnent.  Thua>  bypotbeala  3 


e relative  Inportance  of  recall,  i 
overall  avaluatlcoe  aa  prediotore  of  attitude  dependa  oj 
‘ n conpeting  branda  ani 


a availability  of  inforaation  o 


roaainlng  Interaatlons, 


IntaractloQs  between  delay  and  context  and  the  triple 
Interaction  aoong  delay,  context,  and  prior  Imowladge  are  not 
expected  to  be  algnlfioant. 

In  oonoluelon,  it  la  Inportant  to  note  that  a nixDber  of 
laauea  related  to  the  proper  operatlonallxatlon  of  the 
oognltlve  prediotora  of  attitude  and  the  coding  of  oognitive 

oritloal  review  of  pant  research,  a nunber  of  oualltlatively 
different  types  of  cognitive  reaponaea  are  Identified  that 
are  important  as  prediotora  of  attitude,  eapeolally  after  a 

the  traditional  oetegorlea  (l.e.,  CA  and  SA)  to  exealne 


attitude.  Also,  a nunber  of  alternative  operational  neasures 
have  been  proposed  (e,g,,  suoaed  evaluative  lapllcatlon, 
average  evaluative  Inplicatlon,  etc.).  These  alternative 
aeaaurea  are  eaplrloally  eoapared  and  the  operational  aeaaure 
tnat  best  predicts  attitude  Is  Identified.  Specific 
hypotheses  are  not  presented  due  to  the  exploratory  nature  of 
these  evaluations. 


theunstandardiaed 


CHAFTEH  SR 
PBBTBSTS 


and  to  iDclude  a ploturo  In  one  of  theo  etomed  froa  a desire 
to  Improve  the  seneralleabillty  of  the  research  findings. 
The  rationale  la  developed  sore  fully  In  the  Introduction  to 
Prebeat  S.  Pretest  6 deals  with  the  developoent  of  objective 
Knowledge  nseaures  and  their  validation.  Pretest  7 deals 

abatractlona. 


purpose  WPS  to  determine  whether  the  coding  soheoe,  which  was 
developed  on  the  heels  or  theory  end  reseerch  in  marketing, 
social  psychology,  end  cognitive  psyohology,  was  capable  of 
coding  the  range  of  responsea  generated  upon  exposure  to  an 
advertlaeoent  into  a set  of  mutually  exclualve  and 
collectively  exhaustive  categories. 

geoond,  it  was  Important  to  check  the  clarity  of  the 
operational  definitions  of  the  categorlee.  Could  independent 
Judges  code  the  responses  with  a high  degree  of  interooder 
reliability?  This  question  had  to  be  answered  prior  to  the 
application  of  the  coding  scheme. 

Third,  previous  reaearch  using  the  eognitive 
reeponae  approach  has  relied  almost  exoluslvaly  on  a single 
measure  of  thought  elioltation  (a.g.,  Wright  1973,  197“, 
1975;  Beloh  1951,  1982;  Swasy  and  Hunch  19BS>.  This  has 
typically  yielded  very  few  cognitive  reaponaea  (see  Appendix 
A).  It  la  possible  that  the  full  range  of  cognitive 
reaponaea  are  not  captured  by  tbla  single  measure. 
Therefore,  it  waa  decided  to  include  a second  verbalisation 


followed  by  cognitive 


Plnelly,  the  queetlon  of  U 
to  be  addreaeed.  Past  reaear 
tradition  hea  uaed  both  ordei 
followed  by  attltudea  o 
reaponaea.  Tboae  who  ae 
thla  avolda  the  poaaiOillty  of  the  verballeatlon  teak 
Influenolng  the  reaponae  to  the  attitude  aeaaure,  and  thoea 
who  neaaure  oognltlve  reaponaea  flrat  argue  that  thla 
approaoh  reducea  the  likelihood  of  reepondenta  producing 


approachee  are  open  to  orltlolaa.  it  waa  decided  to  exaaliie 


Stlaull 


for  a walkaround  oaaeatta  player^  waa  developed.  The 
advertlaeoent  conalated  of  a headline  containing  the 
fiotitloua  brand  name,  a picture  of  the  productf  a aet  of 
deeorlptive  featurea  In  bullet  forut  and  a table  of 
apeolflcationa.  Thla  foraat  la  typical  of  many  hl-fl 


Twenty-oa«  undergraduate  atudents  anrollad  In  the 
introductory  aarlcetlng  couraa  at  the  tjniverolty  of  Plorlda 
participated  10  the  pretest.  Subjects  received  extra  oourae 
credit  for  participation. 


Par  oonvenlenoe,  aubjeote  eere  run  in  aiall  groups  (no 
greater  than  five).  Subjects  were  separated  by  partitions  so 

To  Justify  the  preeentatlon  of  tha  advertleenent.  the 
eiperlBonter  explained  that  the  brand  was  a new  produot,  and 
the  nanufaoturer  wae  Interested  In  knowing  how  young  adults 
perceived  tha  produot.  Subjects  wera  asked  to  Imagine  that 
they  were  Interested  In  buying  a walkaround  stereo  and  that 


they  bad  Just  cone  across  tbe  stlnulua  advertisement  In  a 
nagaalne.  Subjects  were  Instructed  to  spend  U5  seconds 
looking  at  the  advertisement.  After  16  seconds,  the  aubjeots 
were  Instructed  to  turn  the  advertisement  face  down  and  pick 
up  the  questionnaire  on  their  right-hand  aide.  Subjects  then 

were  they  permitted  to  go  back  to  a page  they  had  already 


IndeMndint  at 


Ytriablae 


The  only  independent  variable  manipulated  waa  the  order 
of  meaeurement.  Subjeote  in  the  attitude-first  condition  had 
brand  attitude  rating  acalea  on  the  first  page.  Brand 

labeled  at  the  end-pointa  by  "strongly  agree"  and  "strongly 

■very  likely"  and  "very  unlikelyi"  and  the  other  was  labeled 
at  the  end  points  by  "very  interesting"  and  "very 

purchase  intention  scale  waa  dataoCed  during  debriefing  and, 

The  thought-verbalisation  measures  followed  the  ratlng- 


Blnu tee 


given  to  complete 


Finally, 


subjects  were  given  three  oinutee  tc  recall  as  such  of  the 


After  the  verbalisation  oeaaurea  were  conpleter  subjects 
were  asked  to  Indicate  briefly  why  they  had  rated  the  product 
the  way  they  had.  Subjeote  also  responded  to  a aerlea  of 
queetioaa  about  their  prior  fanlllarity  with  the  produot 
class,  ownership,  and  so  on. 

Subjects  who  responded  to  the  oognltlve  respoose  aeaaurea 
first  gave  their  attitude  ratings  after  the  verbalisation 
measures.  There  were  no  other  differences  between  the  two 

experimental  session  lasted  approximately  30  minutes. 

Data  Acalvals 
coanitlve  responsea 


by  the  author.  The  Initial  coding  scheme  contained  the 

abstractions.  Intrusions,  recall,  other  evaluative  thoughts, 
curiosity  thoughts,  ad  perception  thoughts,  ad  credibility 
thoughts,  and  Irrelevant  thoughts.  Based  on  the  data,  the 
definitions  of  the  nine  categorisa  listed  were  sharpeoed  and 
two  new  categories  were  addedi  overall  evaluations  and 
frequency  thoughts.  The  detailed  coding  scheme  Is  presented 


Appendix 


H«xtr  r«ftP00Si9  from  alJ 
9ubJ«ota  whoso  roopoDoeo  w> 
sohome)  woro  oodad,  as  per 


0 subjects  {Including  the  10 
used  to  sharpen  the  coding 
e definitions  preaentsd  In 


Independent  judges  (one  of  whom  was  the 


appendix  Bi  b; 
author).  Tbs 
reliabllltf  (9t.1t). 

High  Interocder  reliability  is  a necessary  but  not 
BUffloient  condition  for  a gocd  coding  achsoa.  An  additional 
reculrement  la  Chat  tbe  errora  in  coding  are  net  localised 
arcund  any  particular  pair  of  categories.  To  determine  how 
the  errors  in  coding  were  distributed,  Che  node  assigned  to 
each  statement  by  each  of  the  Judges  was  compared.  The 
comparative  data  Is  preaentsd  in  Cable  6.1.  The  numbers 
along  the  diagonal  represent  the  number  of  statements  for 

show  the  distribution  of  Che  statements  for  which  the  codes 
assigned  by  each  of  the  Judges  was  not  In  agreement,  is  can 
be  seen  from  Table  6.1,  the  errere 
any  particular  set  of  categories. 

produce  additional  items  (on  an  average  approximately  four 


1U8 


DISTRIBUTICN  OF 


AD.  a Bum  of  ad  exaoutloo  and  ad  oredibility  tboughta. 


Tha  data  were  analysed  for  order  effeota.  Tdlrtaaa 
AHOVAs  were  parfomed.  The  resulte  showed  that  the  order  of 
responding  had  no  effeot  on  attltudesi  the  total  number  of 
oognltlte  reapoDsest  or  any  of  the  eleven  types  of  thoughts 
even  when  a liberal  alpha  level  of  -^0  was  used  Csee  Table 
6^  for  sumery  results).  Though  the  data  did  not  reveal  any 
order  effeotst  it  Is  Important  to  note  that  tbs  power  of  the 


Sinoe  the  oomplete  specifloatlon  of  the 

neeessary  to  conduct  a replioation  using  ai 
set.  The  second  pretest  was  similar  to  the 
exceptloos.  To  increase  the  sensitivity  of 
purohase  intention  soslssi  seven-point  r 


coding  echeae  was 
n independent  data 


acbane  was  capable 


need.  Also,  the  pretest 
oondition  to  cheoh  whether  (a 


produced 


after  a delay,  and  (b)  there  ware  order  effects  in  the 
delayed  condition. 


CM  1* 


C.US 


Fourtedn  undergraduate  studente  enrolled 


Introductory  ffiarketlng  oouree  at  the  Oniyerolty  of  Florida 
partlolpated  In  the  preteaC.  Subjeota  were  awarded  extra 

3tlaull 

Weaaurlng  Inatruinant 

the  queationnaire  waa  identical  in  content  to  that 
adainletered  In  preteat  1>  The  only  dlfferenoe  waa  tha  uae 
of  aeven-point  Instead  of  fire-point  attitude  end  purohaae 
Intention  aoalea  and  aooe  ainor  ohanges  in  the  wording  of  the 
queationnaire^. 

Subjects  were  run  in  soall  groups  Coaxlaun  four  per 
group].  They  were  separated  by  partitions  to  prarent 
ooBDUnlcatlon  between  tne  subjeota  during  the  axperleaent. 


one  for  another  short  {20  ainute)  experlnent 

Id  out  a sign-up  sheet  with  appolnttseot  tines.  They  were 
dismissed. 


Vben  the  subjeota  arrived  for  the  eeoobd  aeealoo,  the; 
were  reolndad  of  the  experlaent  In  Hbioh  they  bad 
participated  the  prevloue  veek  and  given  a olnute  to  collect 
their  thoughta  about  the  eventa  of  the  earlier  saaalon. 
Subjeota  were  than  inatructed  to  think  back  about  the  ad  they 
had  aean  and  fill  out  the  queetionnalre  In  front  of  then. 
The  queetionnalre  wan  identioal  to  that  adalnlaterad  In  tha 
flrat  aeaaioh  exoept  for  the  excluelon  of  the  faBlliarlty 


Half  of  the  aubjeota  who  had  reoelvad  tha  attitude  eoalaa 
flrat  In  the  earlier  aeaelon,  reapcnded  to  cognitive  reaponae 

Tboaa  aubjeota  who  had  reaponded  to  cognitive  reaponae 
neaaures  flrat  in  the  earlier  aeealon  ware  alnilarly  aplit 
into  two  groupa  and  were  required  to  reapond  to  the 
queatlonnalra  in  the  aama  or  different  order. 

Of  the  fourteen  aubjeota  who  participated  In  the  flrat 

for  the  auOJect  who  failed  to  ahow-up  for  both  aeaeiona  waa 
dropped  prior  to  analyala.  Thuai  there  were  four  aubjeota  In 


reiaainlng 
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le  oo£nltiv«  r«s0OH0e  data  were  ci 
I.  The  Intereodar  rellabllltT  w 


Judgea  were  not  In  agreeoenc  ahowed  that  the  diaagreoBente 
were  not  looellzed  about  any  epeolflo  eat  of  oategorlea  (eee 

Analyaea  of  eariance  were  ocodueted  aeparately  for  the 

order  aa  Che  independent  varlablOi  revealed  no  algnificant 
dlffereocea  (all  p>0.10)  for  the  attitude  and  cognitive 


reeulte)-  Onoe  aorei  It  haa  to  be  pointed  out  tha 
of  the  order  effeota  analyais  waa  low  becauae  of 
elaee  and,  therefore,  atrong  conoluaiona  about  ' 
order  effeota  are  not  poaaible. 

The  reaulta  of  the  two  preteata  auggeet  t 

doea  not  blaa  aubjecta*  reeponaea,  at  leaat  within  t 
eaperiaental  aituatlon  utlliaed  in  theae  atudiea* 


holce  of  product  oetegory  waa  driven  by  two  orlteria. 
;,  Benbera  of  the  aubject  population  had  to  vary  along 


DISTSIBOTIOS 


OF  COOES  ASSIOirSD  TO  SACK  RB3P0KSE  BT  IKE 
TWO  J0DCE3:  FEHEST  2 


07BSALL  1 15 


mRIIS- 

10»  13  1 


tboughts. 


Llt7  tbougbtd. 


AV1LTSI3  OF  ORDEn  EFFECTS! 
snWART  RESDLT3  FOB  PRETEST  2 

DEur  condition' 


a familiarity  dlmanalan. 


a cbolae  aod  tna  produot 
of  lafcraatlon. 

An  Initial  aat  of  aight  product  oatagorlaa 
on  the  baaia  of  Judgsant  and  by  conaultlog  aourcaa  auoh  aa 
Sinaona,  Conauaer  Buying  Quide.  and  personal  dlaouaalona  eith 
oolleaguea  and  friends.  To  nake  tbe  final  abolea,  a group  of 

produot  oategorlee  along  a nine-point  faalllarlty  aoale  and. 
alsot  to  Hat  tboaa  attributes  they  would  cwialder  In  aiaklng 
a purobaaa  fron  that  category.  Tba  neaeurlng  Intrunent  la 

Data  AnalvslB 

The  data  were  analyeed  to  see  how  nany  students  fell  Into 
each  Interval  on  the  rating  soale.  The  analysla  revealed 
that  reaponses  for  oars,  walkaround  stereos,  TCRa,  and  health 
clubs  were  moat  evenly  distributed  aorosa  the  eoala  Intervals 


ler  of  attributes  considered  w 
each  category  was  oooputed. 
in  average  subjects  considered  as 


purchasing 


highest 


oateg«i'l«a-  ■>«**■  highest  was  5.0  fsr  TCRa.  The  oeans 
for  all  alght  oategorlea  la  presented  in  table  6.5. 

Based  on  these  resultsj  the  product  catsgorjr  of  care  wsa 

To  avoid  floor  effactSr  it  was  neoeaaary  to  oalre  the 


objective  of  pretest  t eaa  to  identify  attributes  that  eeri 
Questionnaire  Peveloonent 


Baaed  on  the  attributes  listed  in  pretest  3r  attributes 

ISSU;  Holbrook  19TS|  Villareal  1995),  and  attributes 
oentlonsd  in  aagazlne  articles  and  test  reports  <e.g, 
consuner  Reports*  evaluations),  a list  of  bu  oar  attributes 


Questions.  The  first 


question  was  a 21-polnt  rating  scale  aeasure  of  prior 


knowledge. 


1S9 


DI3HII60TZ0N  or  reSFONSES  ACROSS  THE  FWILIARITY  RATING 
SCALE  AND  THE  MEAN  NUMBER  OF  ATTRIBOTBS  CONSIDERES 


3.6 


0 3 6 1 6 « 4 ; 0 


0 0 1 1 5 3 5 9 1 


(1984).  rtie  scale  provides  an  absolute  aeasure  of  knovledge. 
To  mlnifllze  dlfferenoea  due  to  scale  varlabilltyr  due  to 
differences  in  scale  Icterprstatlon  aoross  subjectsi  tbs 

descriptors.  The  second  dueatlon  asked  the  aubjects  for 
their  subjective  rating  of  the  Isportance  of  each  of  the 
attributes  listed,  for  the  iDportance  rating,  a 9-pcint 
rating  scale  aeasure  uas  used.  An  example  of 
la  presented  in  Appendix  P. 


Undergraduate  students  enrolled  In  tne  Introductory 
oodrse  IiT  marketing  at  tne  University  of  Florida  participated 
in  the  pretest.  Subjects  received  extra  course  credit  for 
participation. 

gubjects  were  run  In  two  groups  (one  group  of  10  and  the 
other  of  11).  Subjects  were  given  the  two-page  duasttonnalra 
and  asked  to  read  the  Instructions  on  the  first  page  and 
respond  to  the  cuestlon  on  the  first  page  only.  After  all 
the  subjects  had  answered  the  first  question,  they  were 
informed  that  Che  exparlnenter  was  Interested  In  determining 
which  attributes  were  considered  important  In  influencing  the 
purchase  of  a oar  so  that  an  effective  advertising  campaign 
for  a new  oar  could  be  developed.  Subjects  were  bold  to 


deaorib«d.  Each  sesaion 


laatad  appmslaataly  20  ninutaa* 

RcBulta 

The  data  were  analyzed  to  see  whether  reapcndents  were  In 
agreeaent  about  the  Inportance  of  the  different  attributes* 
An  analysis  of  Inter-JudBe  reliability  waa  perforoed  (see 
Winer  1971).  The  results  showed  a hlEh  degree  of  reliability 


The  present  researah  sought  < 
types  of  reepoBses  produced 


proTlde  the  cleaneat  aeseasaent  of  the  decay  pattema  of  the 


IMFOStIHce  HAIIHCS 


TOP  25lb  PBRC8MTILE 
ftTTBIBUTE  BATIMO 


AIB  COMDITIQR 

HANE0VBB4BILITY 
DASHBOARD  D13P. 


WABHAHTY  7.0 
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reopcoM. 

Stljuii 


segazlpe  ada.  Sinae  cars  are  vary 
Hare  taken  froia  European  magaaines 


id  Py  aeannlng  through 


Color  alldea  of  tbe  pioturaa  ware  produced  taking  care 


Prooedur^ 

Subjacta  were  abowD  aaeb  a! 
allde  on  a faatllarit;  asala  and 
addition,  aubjedta  ward  raquired 
of  tha  type  of  car  (e.d*,  oospaot,  luxury,  ato.).  Eaoh 
aubjeot  rated  all  tan  elides.  An  axaapla  of  tba  aeasurlng 
Inatruoaot  is  praaentad  in  Appendix  G. 

eaoh  oar.  Tbe  oar  with  the  lowaat  fanlllarity  rating  xaa 

therefore,  chosen  for  uae  In 

£petast_6 

aeasures  of  Xnowladga  through  a teat 
dlaorlBinant  validity.  To  deteroine  t 
disQrlalnant  validity  of  a set  of  aeaeure. 
aaaaure  Qultlple  traits  using  multiple  met 
of  menaures  ware  developed  and  used  to  a 


convergent  and 
; is  neoaasary  to 
*ea.  Three  types 
Jre  knowledge  of 


Itnowlfldqe  Heasupea 


Por  eseb  product  oategorpi  tnroe  set 

neaaura  of  prior  knowledge  (see  desorlption  In  pretest  k), 
Tne  second  seaeure  consisted  of  three  questions  about 

of  multiple  choice  questloos  about  the  product  category. 

The  multiple  choice  questions  provided  an  objeotlve 
measure  of  knowledge  and  were  developed  in  two  stages. 

the  type  of  Information  presented  in  consumer  fleports  and 
Consumer's  Research,  reports  in  nagasinee  euoh  as  Popular 
o Review.  Hotor  Trend,  and  Byte,  and  articles  In 
h as  Glamour  and  Parents  that  give  tips  on  how 
to  buy  the  product.  Second,  a set  of  questions  were 
developed  based  on  the  type  of  information  presented  In  these 
articles,  a set  of  6-6  questions  were  chosen  for  each 

tapped  three  toiowledge  types,  terminology,  facts,  snd  causal 

Appendix  H. 


magazines  si 
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Procedure 

three  product  oetegoriea.  The  order  la  whloh  th 
categories  appeared  In  the  queatloanaire  waa  oouotc 
aoroaa  autjeota.  Subjects  were  run  In  groups 
session  lasted  approxliaately  30  oilnutaa* 


froB  all 


The  oultl-tralt,  Dultl-aathod  oorrelatlon  natrlx  was 
ooBputed.  The  oorrelatlon  matrix  is  presented  in  table  6.5. 
Results 


The  oorrelatlon  natrlx  was  Interpreted  as  per  the 


guldelloes  suggeated  by  Campbell  and  Plshe  (1959).  Campbell 
and  PleKe  set  out  four  orlterla  for  evaluating  the  oonvergent 
and  discriminant  validity  of  a measuring  Instrument.  The 
first  criterion  is  that  the  elements  of  the  validity  diagonal 
should  be  large  and  statlstloal ly  signlfloant.  This  is  a 
requirement  of  convergent  validity.  The  aecond  orlterloo 
requires  that  the  value  of  each  oorrelatlon  In  the  validity 
diagonal  should  be  higher  than  the  other  correlations  lying 


triangles.  1 


.s,  the  vslldlty 
the  oorreletlons  ohbslned  bet' 
other  varleble  having  neither 


variable  should 


method 


be  validity  diagonal  should  be  larger  tbaa 
the  oorraepoflding  eleBante  In  the  heterotrait-nonooethod 
triangles.  That  is*  a variable  should  oorrelate  higher  with 
an  iDdapandent  effort  to  neasure  the  aaaa  trait  than  with 
neaaurea  designed  to  get  at  different  traits  whieb  happened 
to  estploy  the  same  method.  The  fourth  oriterlon  is  tint  the 
same  pattern  of  trait  Intarralationshlp  be  shown  in  all  of 
the  heterotrait  tralogles  of  both  the  monomethod  and 

in  eicamlnation  of  the  correlation  matrix  set  out  In  table 
6.g  reveals  that  all  four  oriterla  rsQUlred  of  a valid 
seasurement  Instrument  are  met  by  tha  soalea.  Tharafore* 
those  soalea  may  ba  used  for  measuring  product  knowledga 
without  further  modification. 

Pretest  7^ 

Pretest  7 was  designed  to  identify  thoe 
were  to  be  coded  as  abstraotlcns. 

Materials 

The  attributes  to  ba  used  to  deeorlbe  ti 
were  typed  onto  white  oards  of  size  31n.  x ! 


a advertised  oi 


fifteen  udergraduate  students  participated  in  the  pre- 
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Procedure 

Subjects  vere  run  in  groups  of  five.  Upon  arrival  at  tbe 
experlfliental  aeasioni  aubjecta  were  asked  to  sort  tbe  cards 

suob  tbac  each  pile  repressoted  an  underlying  dlBonsion. 
Next,  they  were  required  to  label  the  diaenaions. 

The  category  labels  generated  were  tabulated  and  those 


i.e.,  a fifth  of  the  reapondenta,  were  Inc 

abstraotiona;  safe,  econoBioali  Luxurious,  high  perforaanoe. 

quality.  In  addition!  the  abstraction  *rellable"  was  included 

was  judged  to  be  a reasonable  response  by  the  experiaenter. 
These  Iteces  and  idaas  synonyncus  with  them  (e.g..  "for  an 


older  person"  was  viewed  as  aiailar  to  the  notion  of  Tamily 
oar”}  are  to  be  coded  as  absCracClons. 


attributes  to  choose  a brand  froa  this  product  olass  and, 
therefore,  it  would  be  meaningful  to  present  an  inforoative 
advertisement  for  this  product.  Also,  subjects  were  expected 
to  vary  widely  in  their  familiarity  with  this  preduot  class. 


The  reeults  of  pretest  3 show  that  these  assusptlons  were 
reasonable. 


results  of  pretest  beoauae  the  data  for  pretest  2 were 
gathered  before  the  data  for  pretest  I had  been  fully 
analysed. 


3.  The  wording  for  the 


of  cognitive  response 


4,  This  pretest  was  oonduoted  after 
Instead  of  before  thea 
to  a crltlolsn  Chat  tt 
defined  olearly  enough. 


e category  of 


CSiPTBB  SEVEN 
EESEEECH  DESIGN 


Introduction 

IQ  tnto  oNaptcr,  a raaaarch  study  la  proposed  that 
evaluated  the  hypotbeees  presented  In  Chapter  Five.  Three 


Row  do  Individuals  respond  to  advertising*  and  how 
do'  these  responses  afreet  attitudes  over  tlae? 


2.  Under  what  situations*  If  any,  Is  reoall  of  aeaease 
arguQsnts  a good  predlotor  of  attitudes? 


3.  What  la  the  role  of  prior  knowledge  as  a Dodaratcr  of 


aoeount  of  the  study  la  presented*  Second*  the  nethod  of 
data  analysis  la  outlined.  Third*  the  expected  resulte  are 
described  to  show  how  the  study  allows  for  a test  of  each  of 


195  subjects  rsorultcd  trow  undergraduate  uarketlng 


experiment.  Of  tbeae,  176  subjects  ccopleted  betb  aeaslcns. 

seesloD  but  not  for  tbe  secend  ware  discarded.  A aback  fer 
differentlsl  nortsllty  reueeled  that  tbe  19  subjects  were 
apprexiaately  equally  distributed  acresa  tbe  tbree  delay 
groups.  Seven  subjects  In  tbe  isnaediate  04 
eaeb  cf  tbe  two  delay  conditiens  failed  tc 


Stlnull 


followed  by  a picture  oi 
discussion  of  tbe  cbcice 
copy  appeared.  Tbe  copy 
tbree  coluDss.  Tbe  copy  described 


1 were  two  90011  advertisenents  f< 
fiotltlcos  naoe  Orca  was  used 


picture}}  below  wbicb  tb« 
bullet  fora  ii 
autoaobile  along  1< 


attributes.  Approximately  half  tbe  attributes  w 
e selected}. 


s Idftntloftl  ti 


of  subjdota.  Tba  other 
flret  advertieefflent  In  all  respects  except  or 
picture.  The  adTertiaeaent  conaiated  c 
rpllpued  directly  by  the  copy.  This  adyertlasBent  did  not 
reseoitile  a typical  print  advertleeacnc  for  a car. 

The  other  stimulus  iteo  ic  this  study  was  the 

described  la  the  advertlseoent.  This  daacriptlcn  serced  as 

Independent  Variables 

The  three  independent  v 


vere  tiae.  contexti  and  prior  kcowledge.  Two  other 
independent  variables  were  stimulus  replicate  and  neasureoanb 


between-subjaote  analysis.  Coopering 


louedlata 


Dglay.  The  key  yarlahla  In  thla  raaearch  was  oteasurenent 
dalay>  One  third  of  the  swhjecbe  were  raouired  to  fill  out 
the  experimental  quastlonnalre  Imaadiately  after  exposure  to 
the  advertlaement  (no  delay  oondltton]  ioother  third 
returned  a week  later  to  ooaplete  the  dependent  neasuree 
(delay  oondition).  The  reaaining  third  completed  the 
verbalisation  aeaeures  during  the  first  session  and  the 
attitude  leaaurea  during  the  eeoond  aasslon  (delayed  attitude 
cooditon).  The  last  group  was  looluded  to  eee  if  ImBedlate 
recall  neasuree  prediot  delayed  attitudes.  It  was  felt  that 
thla  was  Inportant  becauae  advertisers  neaaure  day*after- 
reoall  and  cognitive  responses  and  use  these  measures  to 
predict  later  attitudes  and  purchase  deolsions. 


orlterla.  First,  the  delay  period  had  to  ha  suffioiently 
long  to  allow  for  differential  decay  of  menory  traoes. 


Second,  the  delay  had  to  be  abort  enough  so  that  memory 
traces  did  not  decay  completely.  A time  period  of  one  week 
was  obossn  based  on  past  research.  Cook  and  Flay  (1979] 
contend  that  studies  that  purport  to  investigate  delay 
effects  should  loaorporste  a delay  of  at  le'aat  one  week 


(p.  B).  A delay  period  of  seven  days  has  also  been  used  by  a 
number  of  past  studies  (a^.,  Calder,  Insko  and  yaadell  197b} 
Dooling  and  Cbrlstlaanaen  1977i  Llngle  at  al  1979}  Moore  and 
Hutohinson  t983i  '98bl  Snyder  and  Uranoultt  1979)- 

Context.  The  oontaxt  manipulation  involved  presenting 
one  iBlf  of  the  subjects  vitb  Information  about  a competing 


The  desoription  of  the  competing  b 
information  on  the  same  attributes  along  whi 
was  presented  in  the  stimulus  e 


oompetetive  entry.  This  night  have  unnaoaesarily  draun 

advartieeoent  and  directed  it  toward  the  ad  execution  related 
ahortoominge  peouilar  to  this  experiment. 

Prior-Kncwladae.  Prior  tcnowledge  was  measured,  and 


176 


five,  most  of  the  prior  research  has  used  a faBillaritj  seal' 
Co  oeasure  knowledge.  In  this  atudy.  a rating  scale  Baasun 
of  faalliarltf  was  used  aa  the  prlsary  aeaswre  of  knowledge 
The  Beasure  oonelstsd  of  a 3i-point  rating  scale  laheled  a 
5-polnt  lotervaLs.  The  scale  was  adapted  froB  the  work  o 
Johnson  (1964)  and  was  designed  bo  (l)  reduce  aisbigulty  li 
Interpreting  the  scalej  and  (11)  aeasure  the  absolute  levs; 
of  koovladge.  The  scale  was  used  In  pre-atudf  4,  am 


theg  could  respond,  indicated  that  the  scale  was  easy  to  use. 
The  scale  is  presented  on  the  first  page  of  Appendix  I. 


Though  the  faBlllarity  scale  servad  as  the  prloary 
Beasure  of  prior  knowledge,  a nuaber  of  other  neasures  were 
also  included.  They  were  (1)  ownership,  (11)  tine  elapsed 
since  last  purchase,  (ill)  years  of  ownership,  and  (Iv)  a 
quia  designed  to  serve  aa  an  objective  neasure  of  prior 
knowledge. 


Neasures  of  ewnerehip  and  tiae  elapsed  since  last 
purchase  are  oofloon  in  the  sarketlng  literature;  however,  a 
Beasure  of  cbjactlve  knowledge  using  a qulB  Is  uncoBBcn. 
Only  one  prior  study  has  sxaBined  the  differeocea  in  the 
relationship  between  self-rated  knowledge  and 
behavior  and  objective  kDcwladga  and  oonauBer 
(Bruoks  1965).  That  study  exaBined  the  differeno 
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HO  typed  of  IcnoHledga  and 
atudy  axtenda  the  analysta  or 
of  knowled^  to  the  dottaln  of 


reletionahlp  between  I 
informatioo  eearoh.  Thuai 
the  efreots  of  different  t 
advertieiag. 

Stleulua  Repllcatea. 
accomodate  the  two  lOBjor  objectives  of  thla  research.  ( 
cejactive  of  this  reaearch  was  to  show  how  different  types 
■eQory  braces  show  different  deoay  rates.  If  a pioture 


tbs  preaenoe  of  the  pioture.  for 
that  an  abstraotlon,  such  as  *spor 
not  beoause  of  oharacterlstloe  of 
because  the  picture  of  the  oar  oai 
forming  the  abstraction  at  the  tli 
Such  an  argument  would  be  hard  to 
literature  has  shown  that  pictures 


s of  memory 
he  memory  traoe  but  due  to 


abstractloDs  per  a* 


te,  as  a large  body  of 
more  memorable.  Based 


on  this  reasoning,  the  advertisement  without  any  pictures 
seems  to  be  the  approplrate  stimulus. 

a second  and  oQually  Important  objective  of  this 
reaearch  la  to  relate  the  findings  to  the  domain  of 
advertising.  Autcmoblle  advertlsemente,  or  for  that  matter 
advertisements  In  general,  contain  pictures.  If  the  preaence 


of  ploturas  ware  to  aubstentlvely  obaoge  the  fLndin£ar  it 

haaie  of  thla  logle,  it  eppeare  that  both  ada  ahould  be  uaed 
aa  atlnuli.  On  the  one  hand,  thia  weald  permit  the 

without  worrying  about  the  oonfcunding  effect  of  plcturea, 

dlfferenoea.  If  anp,  that  ooour  due  to  the  preaenoe  of 
plcturea.  Thin  would  Inoreaae  the  generallaabllltp  of  the 
flndinga  to  the  advertlaing  oontaxt. 

Haaaurenept  Order.  Though  no  order  effeoba  were  obtained 


oonolualvely  rule  out  the  pcaalblllty  of  order  effeeta. 
of  oogoltloo  flrat  and  attltudea  later)  waa  oounterbalanoed. 


Dependent  Varlablea 

There  were  four  broad  olaaeaa  of  dependant  varlablea; 
meaeurea  of  oognltlon,  attitude,  bellevahlllty  and  evaluative 
Implication  of  the  ccgoltlona  elicited,  and  mlaoellaneoua 
other  meaaurea.  In  thla  aectloo,  a daacrlptlon  of  the 
meaeurea  of  cognition  are  preaented,  followed  by  a 


daacrlptlon  of  the  attitude 
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beliav&bllity  and  avaluatlva  Implication  are  deaorlbedi  and 
tna  logic  beblnd  their  Inclueion  dleoueaed>  Plnallyr  the 
nisoellaaeoue  other  Baasurea  are  documented. 

Heasurea  of  coanltlon.  Subjecta'  reaponaee  to  three 
taaka  were  ueed  aa  neaeuraa  of  oogoltive  activity.  First, 


aubleota  were  given  three  minutes  to  write  down  all  the 
thoughts  that  orossed  their  mind  during  exposure  to  the 

reaponaes).  baaed  on  pre-teats  {aee  Chapter  Six)  and  past 
research  (aee  Appendix  A),  a three  minute  time  period  has 
been  found  to  he  adequate. 

Research  In  the  cognitive  response  tradition  has,  in  the 
past,  relied  solely  on  this  single  measure  to  monitor 
cognitive  activity  In  reponae  to  ad  e]^OBUre.  However,  It  la 
unlikely  that  the  complete  set  of  oognltlve  responsea  la 
accessed  by  this  single  measure.  Evidence  In  support  cornea 
from  the  paucity  of  responses  reported  in  most  of  the 
cognitive  response  studlea  (see  Appendix  A)  and,  also,  from 


measure  of  cognitive  activity  was  included.  Subjects  were 
asked  to  imagine  that  a friend  had  Just  naked  them  about  the 
advertised  brand,  and  they  were  to  try  and  describe  It  to 
their  friend.  This  measure  is  similar  to  the  measurea  used 
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by  Johnson  and  Raeso  09811  and  Brucicsr  Hltchell  and  Sbaalln 

09811). 

Third,  a aaaaura  of  Tree  raaall  was  adalniaterad. 
SubjacU  usra  InaCruoted  Co  cake  Chree  Dlnutas  and  wrice  doun 
as  Duoh  of  the  adverciseisaat  ae  they  could  renaabar. 

The  three  neaeurea  were  adBlnlatered  conaeoutlaely, 
either  iBoedlately  after  ad  exposure  (In  the  no  delay 
oondltlon)  or  a week  later  (In  the  delay  condition).  The 
decleloh  to  use  a retroapectlve-thought-verballsatloo 
procedure  Instead  of  a conourrant-thought-elioltatlon 
procedure  was  based  on  a desire  to  aquate  the  lanedlate  and 
delay  groups  In  terms  of  seasureeienC  procedure.  ' ■ 

For  half  the  aubjects  In  Che  oo-delay  and  delay 
conditional  the  verhallaaticn  oeaeuree  were  adalnlsCared 


oognlclee  response  and  recall  neaaurea  were  adalniaterad 
after  the  attitude  measures.  Subjects  in  tlte  delayed, 
attitude  oondltlon  alwaya  received  the  aeasures  of  cognition 
flrat.  This  Is  because  for  these  subjects ineasures  of 
cognlcloh  were  adnlnletered  during  the  first  seeslon  and 


e carefully  eelacted.  Though  a variety  o 


KacKenzie 


attitude  (Beleh  19S1,  1992;  Cardoer  1999;  Luts, 

Belch  1993;  Park  and  Ysund  1996),  moat  studies  have  not  used 
Dultlple  aeaaurea  or  tested  for  coavergeot  and  disorialnaot 

In  this  stud/  BUltlple  neasures  pare  used.  The 
aeasurea  were  adapted  from  the  work  of  Hadden,  Dillon  and 
Twihhie  (1999).  These  researchers  had  evaluated  the 
oonvergent  and  dlacrlainant  validity  of  their  aeasuree, 
Attitude  toward  the  brand  was  neasured  on  three  different 
types  of  susaaCed  aosles.  The  first  Doasure  utilised  a 
seoantlo  differential  foneat  coosistlng  of  five  seven-point 
evaluative  bipolar  aoales  with  endpoints  labeled  "pleasant, 
unpleasant,"  "llkeable-oot  likeable,"  "Interesting-boring," 
"snjo/able-unenjoyable,"  and  "attraetive-unattraotlve,”  The 
seoond  seasure  utilized  an  Ibelaon-type  affeotlvo  scale 
{Abelson,  Kinder,  Peters  and  flake  1992)  that  has  been 
refined  by  Allen  and  )1adden  (1993).  This  scale  consists  of 
sis  Iteeis  labeled  "angry,"  "happy,"  "cheerful,"  "Irritated," 
"pleased,"  and  "repulsed."  Each  word  had  to  be  rated  on  a 
seven-point  scale  labeled  "very  ouch  so"  and  "not  at  all.” 

evaluative  stateoents  judged  along  a eeven-poiot  scale  with 
endpoints  labeled  "strongly  agree"  and  "strongly  disagree.” 
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evaluatlv  laplloatlQU.  aellavabilttv  and  laportanoe 

Beaaure  tap  an  Indlvidual’a  raactlona  cc 
and  naaeaga  learning-  Three  additional  a 

though  soat  reeearohers  will  agree  th 
inplloatlon  of  oognltlve  reaponaea  and  reoall  eary-  l.e.i 
they  vary  In  their  Intenalty  of  poaitiveneaa  and 
negatlveneeai  moot  etudlaa  do  not  weight  eaoh  reeponae 
aooordlngly  (Calder,  Inako  and  Yandell  1974;  Perk  and  Young 
1996  are  rare  exoeptlona}.  The  flrat  aeaaure,  therefore, 
aaaaurea  the  evaluative  Inpllcatlon  of  each  cognitive 
reaponaa  and  aeaaage  reoallad.  The  evaluative  Ijaplloatlon 

endpolnta  aa  'extremely  poaltlve'  and  "extremely  negative.' 
Thla  meaaure  Indloatee  the  evaluation  aaeoclated  with  eaoh 
thought. 


The  eeoood  aeaaure  la  a meaaure  of  bellevablllty.  la 
noted  In  Chapter  Three,  one  of  the  reasons  why  recall  has 
often  felled  to  predict  attitudes  la  because  recalling  a 
massage  argument,  in  and  of  Itself,  does  not  signify 
aooeptanoe.  One  may  reoall  that  advertisement  X claimed  that 
brand  Y has  Ingredient  Z,  but  dieballeve  the  claim.  In  suoh 
cesaa,  recall  will  not  predict  attitudes.  Therefore,  a 
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nuauf^  of  ballovBbllltf  of  recall  la  Indue 
ooQslato  of  a single  aoTon-polnt  belief  aea 
the  respondent  to  indicate  hoe  likely  It  ii 
does  indeed  poaseso  eaob  feature  recalled. 


thougnt  In  forolng  an  evaluation.  Tb 
becauae  researchers  have  auggeated 
oognlticn  by  Ita  laportance  In  the 
enhance  the  ability  to  predict 
oonslats  of  a single  7<polnt  rating  s^ 
endpoints  aa  vexcreaely  iaportant' 
laporCant." 


I Laportance  cf  eaoh 
leaaura  la  Included 
at  uelghting  eaob 
ilalon  prooeas  nay 


intereatlngi  whether 


iDstruotlond 


respond  to  the  fsalliarity  scale  sad  the  knowledge  quia.  The 
eubjeote  also  responded  to  a soall  battery  of  psyohographlc 

end,  required  the  subjeote  to  eorutlnlae  a can  of  new  Coke 

this  task.  Subjects  were  Inforsed  that  during  the  second 

Prooedure 

Subjects  were  run  In  groups  of  five.  Bach  subject  was 
assigned  to  a seat  separated  froa  other  subjects  by  a screen. 
Subjeota  were  told  that  the  axparlaenter  was  interested  in 
the  subjects'  knowledge  and  oplnicns  about  oars.  The 
subjects  were  then  asked  to  respond  to  the  knowledge 
aeasures.  Snder  the  guise  of  a seeaure,  subjects  were  shown 
the  stiaulus  advertlaesent  for  hS  seconds  by  a slide 
projector,  (half  the  subjects  saw  the  ad  containing  the 
picture  the  other  half  saw  the  ad  without  the  picture)  and 
asked  to  indicate  if  they  had  ever  seen  the  product  or  the 
advsrtieenent.  This  was  done  to  expose  subjects  to  the 
advertlsoaent  at  least  twice  so  that  the  initial  Inpaot  of 
the  advertieeaent  was  sizeable^.  Questions  pertaining  to 
subjects'  opinions  about  foreign  and  doeestic  cars  were  also 
Inoluded  to  convince  subjects  that  the  reason  given  earlier 


was  the  true  purpoee  of  the  eaperlaent.  At  this  poloti 

or  the  coBpetetlve  entry  aod  Instructed  to  read  the 
deaoriptlcn  carefully*  90  seconds  were  allowed  for  reading 

be  sufficient*  After  the  90  seconds  had  explredi  the 

ocndltlon  were  given  ninety  seconds  to  solve  a saall  pussla 
C9**dot  problsa)*  Nexti  subjects  (this  was  oODson  for  all 
subjects)  were  Cold  that  they  would  again  see  the 


Bdoinlstered* 
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baan  coaplatedi  subjeota  wara  aalcad  ta  ratur 
prctoocla  and  rata  aaoh  tbought  along 

along  tha  ballef  aoala.  Pinall/i  aubjaota  i 
and  itan  recalled  along  an  Imporbanca  aoala 
Tha  other  half  of  tha  aiibjects 
aaaauraa  flrat.  On  ooaplation  of 


e avaluatlva 


evaluatiaa  laplloatlon,  baliaf.  i 


aaaauraai  all  aubjaota  in  tha  no  delay  group  aonpletad  tha 

ranindlng  thea  to  return  for  the  next  aasslon  a waaX  later. 

Subjacba  In  the  delay  condition  reaponded  to  the  filler 
queetione  and  ooapletad  the  filler  tank.  They  were  than 
dlaalasad  after  raolodlng  than  to  return  for  the  aaond 

Subjaote  In  the  delayed  attitude  oondltlon  oocapleted  the 
three  varbaliaation  Daaeuree.  tha  filler  quastlona  and  filler 


The  flrab  aesalon  lasted  approximately  t5  nlnutea  for 


the  no  delay  groups  20  alnutae  for  tha  delay  group,  and  35 
Blnutaa  for  tha  delayed  attitude  group. 


i8r 


During  th«  a«con<l  sassisn,  a veek  later,  subjeete  li 

oagnieion  and  the  attitude  neaaures.  The  csgsitlva 
were  admlniatered  firat-  Thle  waa  follewed  b 

beeauae  the  prinar/  purpose  of  the  eacond  aaaalon 
delay  aubjacts  waa  to  aeaeure  their  neaory  f« 
aognltlve  reaponaea* 

meaaurea  of  Qognition  and  the  attitude  IB 


subjeote  reoeived  the  oogoltlve  oeaeuree  first  and  the  other 
half  reoeived  the  attitude  neaeures  flret. 

Subjeate  In  the  delayed  attitude  group  responded  only  to 


not  dlaouae  t 


eubjeote  were  debriefed, 

dlaBlased.  The  aeoond  aeeolou  lasted  approxlnately  2D 
Dlnutae  for  the  no  delay  and  delay  group  aubjeote,  and  leas 
'r  eubjeots  In  the  delayed  attitude  group- 
ie experlBSntal  procedures  Is  praaented  In 


Tb«  reaearob  design 


between  and  a wltbln  eubjeot  anaiyala  over  delay. 


Data  Analyaia 

analysis  involved  two  ebejie.  Plrsb,  the  verbal 


by  a pair  of  Judges  lb  two  ways.  That  is,  the  Judges  ooded 
the  oognitlve  responses  into  the  10  codiog  categories 
proposed:  single-cue  Interpretations,  abetraotlona,  overall 
evaluations.  Intrusions,  rrequenoy  etateoents,  other 
evaluative  thoughts,  curiosity  thoughts,  credibility 
thoughts,  ad  exaoutlon  thoughts,  irrelevant  thoughts  (see 
Appendix  B]  and,  also,  Into  the  two  traditional  response 
categories!  counterargusents  and  support  arguaents^.  There 

each  response  by  Che  two  Judges  (91$).  Disagreeaants  were 
resolved  by  disousslon. 

For  each  person,  five  cognitive  response  scores  were 
coiBputed:  the  number  of  cognitive  responses  In  each  category 
(only  for  CA  and  SA],  the  sum  of  the  evaluative  implication 

isplioatlon  of  the  responses  in  each  category,  the  sunned 
evaluative  iaplioation  of  the  responses  In  each  category 
weighted  by  inportance  weight,  and 


the  average  evaluative 


ss  per  the  guidelines  proposed  by  Petty  and  Cecloppo  (19791. 
ThuSf  a reepcae  such  as  reconoBlcel  car"  uas  coded  as  an 
abstraction  as  per  the  proposed  schene  and  as  a support 
srguaent  as  per  the  traditional  scheme. 


t.  The  rationale  underlying  the  lodloles  or  recall  and 
cognitive  respocees  Is  dlsousaed  lo  Chapter  Three.  The 

the  operational  measure  that  has  bean  traditionally  used. 


RE9DLTS 


IntPodTjetlan 

In  this  ah&pter,  the  key  results  of  the  study 
described  In  Chspter  Sevan  are  presented.  The  chapter 

prelialnary  analyses.  In  the  seoond  seotlon»  tests  of  the 

oosnltive  responses  produoed  as  a funotlon  of  delay  end  prior 
knowledge  are  dlaoussed.  The  third  seotlon  deals  with  the 
selection  of  operational  neasursa  of  reoal  I and  oognitive 
responses  that  beat  predict  attitudes.  The  latter  section 
also  evaluates  the  hypotheses  regarding  the  relationship 
between  cognltich  and  attitude.  In  the  fourth  aeotioof  the 
proposed  set  of  cognitive  response  categories  Is  ocopared 
with  ocunterargUDents  and  support  argunents  to  deterolne 
which  set  of  categories  predict  attitudes  betteri  especially 

of  facts  reoalled  as  a predictor  of 
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Prellfllnarv  AnalvGae 

Attitude  Scalea 

attitude  aoale  Itema.  the  analyaia  revealed  that  13  of  the 
16  iteisA  loaded  on  the  first  factor  which  explalnad 

the  resalnlng  factors  explained  a elsnlfloant  portion  of  the 


rellahllity  analysis  w 


s conducted  for  th 
1S-itoa  attitude 


analyels,  the 


reliable  CCronbaoh  alphasO.86}.  for  s 

operational  aeaeure  of  the  attltudinal  ocnatruot. 

Correlation  Between  Interest  and  Knowledae 

research  Is  prior  knowledge.  Bscsuae  prior  knowledge  was 

correlated  with  prior  knowledge  Is  reeponslble  for  the 
pattern  of  results.  One  variable  that  has  been  found  to  be 
oorrelatsd  with  knowledge  Is  lotlvatlon  (eg.,  Luts,  HaoKenile 
and  Belch  1983).  Stated  In  the  context  of  this  axperlaent, 
are  knowledgeable  about  oars,  are  likely  to 


t«ble  e.i 
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have  acquired  thla  knowledge  hecauae  they 
oara  and  have  taken  the  trouble  to  learn  about  than. 

reaultet  aeaaurea  of  aotlvatlon  had  been  Included  aa  filler 

aeaeurea  of  their  aotlvatlon  to  proceaa  the  advertlseaent. 

they  found  the  experLeent;  the  aecond  queatlon  asked  subjeoca 
to  indicate  how  attentively  they  had  followed  the 
experiaentar'e  lnatruotione> 

aeaaures  of  faalliarlty  and  objective  knowledge  was  aoaputed. 
The  correlations  were  aaall  and  not  significant  (r<Q.06, 
p>0.5d>*  However)  the  oorrelation  between  the  two  measures  of 
BoClvatlon  was  aignifioant  (rs0.19,  p<0.02).  The  results  are 
presented  In  table  6.2. 

The  Bffeete  of  belay  and  Knowledae  on  Beoall  and  Coanitlve 


In  this  section)  hypotheses  1|  2,  3,  and  Si  i.e.. 
hypothesea  about  the  effects  of  delay  and  knowledge  on  the 

are  exanlnad.  In  tables  6.3  through  6.9i  the  mean  number  of 
facta  reoalled,  elngle-cue  Interpretations,  abatractlonsi 
overall  evaluations)  and  Intrusions  a 
funotion  of  delay)  familiarity,  and  c 
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HEjm  NUHBES  OF  FACTS  RECALLED  15  A FDKCTIOH  OF 
DBLAI,  FAHILIAflllT,  AHD  COSTEXT 


COMTEIT 


LOW  FAHL.  Il.efl  3.10  9.57  «.18 

HIGH  FAML.  12.33  a];!  hIbS  jId! 
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HEM  mjKBER  OF  SINGLE-COE  ISTESPSBTAIIOBS  IS  t 
BELAY,  PAHIUIARIIYi  AM  CONTEIT 


FUNCTION  OF 


CONTEXT 


LOW  PAUL.  1.18  1.10  S.U3  2.55 
HOD.  PAHL.  1.75  1.00  2.S3  1.60 
HIGH  FAKL.  1.56  1.27  2.56  2.36 


MEAN  NUMBEPI  OP  ASSTBACTIONS  AE 
DELAY,  FAMILIABITI,  AND 


A FUNCTION  OF 
CONTEXT 


NO  CONTEXT  CONTEXT 


2.71  3.80 

2.28  U.6« 


HEUN  DUMBER  OP  OVERALL  EVALUATIONS  AS  A PUNOTIOD  OF 
DELAT.  PAHILIARITV,  ADD  OODTEXT 


LON  PAUL.  0.73  0.30  O.V?  0.82 

HIGH  PAUL.  1.00  Q.6«  0.61  0.A5 


AJ,  FAMILIAHTY,  J 
HO  COHTBXT 


HEAK  HUKBEE  OE  COUHTERADCUHENTS  AS  A EtlHCTION  OF 
DEUt.  FAHaiARin.  AH)  CONTEXT 

BO  COBTBXT  COHTEXT 


M3 


KEAN  HUMBER  OF  SUPPORT  ARGWBNTS  AS  A FUNCTION  OF 
DELAT.  FAHILIARirr,  AND  CONTEXT 

NO  CONTEXT  CONTEXT 


6.50 

6.73 


geofiral  pattern  of  da 
highlight  apaelfio  seta  of  datt 
dlaouaslag  particular  hypotheeea* 
Hvootheals  1 


Bypotheala  1 a1 
prograsalvely  1 


t overall  evaluatlonsi 
' interpratatloosi  aad  faot  recall 
ea  of  forgetting*  K teat 
I contents  of  a subject'a 
*e  compared  vlth  hle/her 

a provided  by  the  no-delay  groupr  aa  tbesa  subjacta 
« the  oognitlve  reapcnae  Bsasurea  both  Imaedlately 

The  protooola  of  the  oo-delay  aubjeota  were  exaained  bo 
see  how  uaoy  of  the  faota  reoelledt  aingla-cue 
Interpretabionsr  abatraotlonai  and  overall  evaluations 
produoed  during  the  flrat  session  were  again  produced  during 
the  second  session  (see  table  8.10).  The  conparlson  revealed 

b2g,  single-oue  Intarpretatlona  by  51|I.  and  faot  recall  by 
65%. 


i doDparlaon  of  these  proportlona  using  a repeated 
neasures  analysis  of  variance  showed  these  proportions  to  be 
significantly  different  froa  eaob  other  {FsU.22f  p<0.01).  A 
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follow-up  aAal7slo  lovolvln^  palr-wlse  cooparlooD  of  adjacoot 
oaaoa  revealed  that  faot  recall  ie  forgotten  aarginall/ 
faater  than  alngle-oue  Interpretatlooa  (Fs2.36,  p<0.131i 
Bingle-oue  tnterpratationa  were  forgotten  algnifloantX/ 
faater  than  abatraotloas  {Fa3>90,  p<h-09)t  and  atatraotlona 
and  overall  avaluatlona  did  not  differ  ilgnlfloantlF  to  their 
forgetting  rates  (Fa1>d2,  p>0.15)> 

Taken  togethert  the  data  support  hypothasia  1.  That  is, 
fact  recall  la  forgotteo  the  faatest  followed  by  alngle-oue 
Interpretations,  ahatraotlooai  and  overall  avaluatioos, 
reepeotively, 

additional  oomeota  on  aeaory  over  tl»e 


3 oonduotad  bacaua 


laedlately  a: 


a hypothesis  1 was  ooncemad  with 
0 the  various  types  of  cognitions 
r exposure  to  the  ad.  In  addition, 
la  available  lo  the 
oonsuoer'a  oind  after  a delay  as,  it  la  these  oognitions  that 
are  likely  to  affect  later  daolaion  oaking  (gannah  and 
Sternthal  1990;  goob  1994;  Klaleliua  and  Sternthal  1994, 
1986).  With  this  in  niod,  four  ItlOTAs  wars  conducted  with 
delay,  faailiarlty,  context,  order,  and  atlouli  as  the 
independent  variables  and  eaoh  of  faot  recall,  single-cue 
Interpretations,  aOatractions,  and  overall  avaluatioos  as  the 


depeadent  variable.  The  reeulta  are  preaented  In  tabled  8.11 

through  8.111. 

The  results  show  that  fact  reoall  deollnes  significantly 
(P:195.0S,  p<0.01),^  abstractions  increase  (f:5.38,  pdO.OS), 

1 (slngle-ous  lotsrprataticas  P<li  overall 

respenae  aa  a function  of  delay  is  presented  In  table  6.18. 

are  forgotten  but  their  Interpretation  is  retaioed, 
especially  the  gist. 

Hypothesis  *2 

Hypothesis  2 posited  that  over  tiae  the  nuaiber  of 
Intrusions  Increases.  A five-way  ANOVA  was  conduoted  with 
dela/r  faailiarityi  eontesti  orderi  and  stimuli  as  the 

dependent  variable.  The  reaults  are  presented  in  table  8.16. 

The  analysis  revsals  that  the  nunber  of  Intrusions  oore 
than  double  over  a delay  of  one  ueek  {from  0.78  to  1.86; 
ys20.08,  pdO.DI).  The  results  also  ahow  a delay  X order  X 
stimuli  Interaction  (P>6.21r  p<0.021. 

Pollov  up  analysis  revealed  that  the  delay  x order  x 
stimuli  interaction  was  due  to  a stimuli  x order  interactloo 
in  the  delay  condition  (P:S.15,  p<0.03)  but  not  in  the  no. 


HECALLBD: 


rt  OF  INtlEPBlffiENT  7AHIABLKS 


1 THE  NUMBER  OF  PACTS 
FAMILJARITT 


SOURCE 


3Sk5i5SISiE|SSSiS£S§E?|iSS6SEE^ 


IMPACT  OF  INDEPEMDB1IT  VABIABLES  OH  THE  NUHBBR  OF  ABSTRACTIONS: 
AHALISIS  USING  FAMILIARITT 


Delsy'Order 

Dol«y*FMl*Order 

Dalay*ContdXt*Order 


Dalay'StlauU 

Fanl'stlauli 

D«Uy*Faal«Stlnall 

Context'Stllilull 


Cont«xt*Fanl*StlBiiIl  2 
Delay»Cont*Fanl*Stia  2 
Oi^ler*StImiill  1 
Delay»Order*Stimull  I 
Ful'Order'Stlnull  2 
Dg2ay*Fuil<Orde*Stlii  2 
CenMXt'Order'Stlaul  1 
B«l*eon«Fa«»Oi^»Stl«  I 
Cont»F*ml"Crd»StIa  2 
D*l»Con«FM*Ord*StlB  1 


daisy  condicisn  (P:1.9U,  p>0.10).  tn  exsalnatloa  ar  tba 
naans  ravaaled  an  Inaxpliaabla  pattern  (table  &.17).  When 

Intrusiens  are  produced  when  the  ad  oontalna  a pioture-  When 
attitude  neasuraa  are  adnlolstered  flratf  elgnlflcantly  eore 

plotura- 


Hypotheala  3 

Hypothesis  3 poslta  that  over  tine  the  evaluative 
Inpllcation  of  the  aeaaase  details  reoallad  baaooea  nore 
oooalatant  with  the  evaluative  inpllcation  of  the 

category  correlations  between  the  evaluative  inplloatlona  of 
recellr  aOetraotlcnaT  and  overall  evaluations  for  tha  delay, 
and  no  delay  groups  and  see  If  the  oorrelationa  between 
recall  and  abstractions,  and  recall  and  overall  evaluations 


IS  correlations  described  at 


conpu ted 


presented 


seen,  though 
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THS  KBAN  HWBBR  OF  innuBlORS  AS  A FUNCTION  OF 
DEUT,  ORDBR,  AND  STMILI 


NO  PICTORB  PICTURE  NO  PICTURE  PICIBRB 


COONITION  1ST  1.13  0.63  1.50  2.06 

ATTITUDE  1ST  0.63  0.75  2.50  1.38 
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COSRBl.lTiaHSBrrVeSRRBCILI.,BSTIIACTIONS.AHDOVeRiLL 
SBALDATIORS  AS  A fCBCTION  OF  DELAY 


csrrslatlsns  ineraass  with  delayi  the  Increases  are  7ery 
snail  and  not  significant.  Thus,  the  data  do  not  support 


hypothesis  3- 
BVDQtneala  5 

The  hypothesis  states  that  the  nunher  of  facta  recalled 
and  the  nunoar  of  cognitive  responses  produced  varies  as  a 
function  of  prior  knowledge.  Specifically,  the  nunbop  of 
facts  recalled  and  elngle-cue  interpretations  produced 
inoreaaes  with  expertise.  The  number  of  ahatractions  and 
overall  evaluations  Is  unaffected  by  level  of  expertise.  The 

five,  five-way  INOTAs  were  conducted  with  delay, 
familiarity,  context,  order,  and  stlnull  as  the  independent 
variables  and  each  of  fact  recall,  single-cue 
interpretations,  ahstraotlons,  overall  evaluations,  and 
Intrusions  as  the  dependent  variable.  The  results  of  the 
AHOVAs  are  presented  In  tables  8.11  through  S.Ht  and  table 


The  analyses 


Increases  w 


Inoreaaing  familiarity  (fst.oQ,  p<0.02).  There  is  no  effect 
of  familiarity  on  single-cue  Interpretations,  abstractions, 
overall  evaluations  {fs<1},  and  Intrusions  <Ps1.19,  p>0.10). 


The  mean  number  of  eanh  type  of  oognitlon 
In  table  8.19. 


familiarity  is  presented 
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Fiva  addltlsoal  flve-vay  INOVia  vara  csnduotad  using 
daisy,  sbjeotive  KnouledgSi  osotaxt,  order,  and  stisull  as 
the  IndapandsEit  variables  and  each  of  foot  recall,  slngle-oue 
Intarpratatlona,  abetraotlons,  overall  avaluationa,  and 


dlffaraoca  between  the  first  set  of  five  ANOVAs  and  these  la 
the  use  of  objective  knowledge  Instead  of  raolllarlty  as  the 
operational  nesadre  of  prior  knowledge.  The  results  of  the 
analyses  are  presented  In  tables  9.20  through  9.2d. 

The  analyses  revealed  a osrginally  significant  Increase 
in  the  number  of  facta  recalled  as  a function  of  knowledge 
(Fs2.67,  ptO.IOl,  an  Increase  in  the  number  of  alngle-cue 
Interpretations  (Psil.03,  p<0.09),  no  effect  on  the  number  of 
abstractions  and  overall  evaluations  (Pa<1),  and  a decrease 


knowledge  la  presented  In  tab 
Taken  together,  the  res 
hypothesis  5.  la  predicted. 
Increases  with  knowledge,  and 
overall  evaluations  remain 


mixed  support  for 

of  abstraotlons  and 
Irrespective  of  the 


operational  measure  of  prior  knowledge  used. 

The  number  of  slngle-oue  Interpretations  li 


loereased  knowledge. 


effect  is  significant 


B«Uy»Kno-»Orde»St!m  1 0.732 

issi-i  1 


!2 


TABLE  6.25 

HEAS  HUMBER  OF  EACH  TIRE  OP  COOSITIOS  AS  A PUSCTIOH  OF 
OBJECTIITE  mOHLEDOE 


OBJECTIVE  KHOULEDCe 


SINGLE.CUE 
ABSTRACTIQH 
OVERALL  EVAL. 
IKTRUSION 


only  when  cbjsotlva  Icnowledge  1 
■eaaur«.  Finally,  tha  nunbar  si 
iocraaains  knowledsa.  Again,  tha 
only  when  objaotiva  knowledge  . 


,a  aa  the  operational 


Thun,  the  reaults  are  aensltlva  to  tha  operational 
aeasure  of  prior  knowledge  need.  One  reason  oould  be  that 
the  nelNratiog  meaeure  of  faailiarity  is  nob  a pure  neaeure. 
It  oonfounda  true  knowledge  with  the  reapondaot^a  belief 
about  niB/her  kaowledgeabllity.  However,  the  measure  of 
objeetive  knowledge  does  not  suffer  from  this  drawback.  The 

The  Relationship  among  Reoall,  Cognitive  Heaponaaa 


oognitlon-attltude  relationship  wan  to  identify  the 
operational  leaasurea  that  predloted  attitudes  best.  Four 
operatlonalitationn  of  each  category  of  cognition  ware 
screened.  They  ware  the  sum  of  the  evaluative  Implications 
of  the  responses,  the  sum  of  the  evaluative  Inpllcatloaa 

evaluative  inplioatioh,  and  the  weighted  average  evaluative 
iapllcation.  In  addition,  for  the  recalled  iteoa,  four 


i Implleatlona,  tBe  suo  of  tho 
e^aluatlvft  Implloatloofl  of  tho  Iteoa  rooallad  weighted  by 
belief  atrengthr  and  the  average  evaluative  impIlcatlOQ 
weighted  by  belief  etrength.  Plnallyi  the  nunber  of  CA  and 


d attitude.  The 


Correlatlona  ware  ooaputed  betveec 
aeaeure  for  each  category  of  oognitlon 
oorrelatlone  are  preeented  In  table  6.26.  As  can  be  aeenj 

attitudes.  A finding  repeatedly  obtained  by  past  reeearch. 

The  oorrelatlone  also  show  that  In  Boat  eases  the  sub 
soore  perforned  Darginally 

differences  are  not  significant, 
uelgbted  nor  the  unweighted  soor 

suoaed  evaluative  iapllcatlon  of  t 
seens  to  be  the  Boat  appropriate  operationalisation  of  the 
independent  variable  for  use  In  further  analyses.^ 

The  Hoderatlna  hole  of  Pelav.  hnowledae.  and  context 


goweveri  the 
finally,  neither  the 
perform  oonslstently 

Itens  In  each  category 


categories  and  at' 
prior  Icnowledge  al 


e relationship  o. 


e product  category,  i 


e cognitive 


II 

. : 


iDforaatlan  la  evaluated*  In  particular]  bypotbeses  b,  6i  7r 
and  fl  are  evaluated. 

Tbe  atatlstlcal  approauh  beat  suited  to  address  the 


required  a pair 


would  oootaln  a 
laplicatloD  flf  re 


oould  have  been  used.  The  first  approach 
of  BOdels  to  be  estlnated  to  teat  each 
esaDplS]  to  test  the  ijapaot  of  contextual 
a recall-attitude  relationship]  one  sodel 


d approaoh  involves  a regression  BOdel  the 
cognitive  responses]  and  all  predioted  ij 


a aeries  of  reduced 


oodel]  and  would  be  ccopared  against 
Bodela  that  exclude  a speciflo 


The  third  approach  takes  the  Biddle  ground.  Unde 
approach,  a regression  aodel  la  eatiinated  containing  a 
design  factors,  all  predicted  1 


effeeta  of  only  these  cognitive  categories 
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oritariai  (1}  the  oaln  effect  of  the  category  ia  of 
theoretical  Ijaportancei  (11)  the  effect  la  algnlficant  at  the 
p<0.13  level,  and  (ill)  the  tern  aay  he  dropped  fron  the 
aodel  without  algnlfloantly  Increealng  the  nuserator  auina  of 
aquarea  for  any  of  the  other  effecta.  Thla  nodal  oao  then  he 
oOBpared  with  a aerlae  of  BOdela  excluding  the  apeelfle 


Of  theae  three  approaobea.  the  third  approach  waa  the 
t appealing  beoauae  of  a nuiobar  of  reaaona: 

(1)  Coapered  to  the  flrat  it  la  lora  ooaaervative, 
and  reducea  the  likelihood  of  errora  due  to  nodal 
Bla-apeolfloetlon.  That  la,  when  one  of  the 
Interactlooa  of  Intereat  la  correlated  with  one  of 


e cognitive  oategorlea  t: 


t Included  In 
.y  apurloualy 
appeartc  he  algnlficant  teoauaa  it  waa  oapitallalng 
on  the  abared  variance.  Thua,  the  null  hypotheala 
nay  be  rejected  errcneoualy. 

(11)  The  third  approach,  though  lean  ccnaervatlve 
than  the  aeeond,  la  more  preferable  becauae  it  dcea 
not  Include  variablea  that  unoeoeeaarlly  use  up 
dagreea  of  freedoa  without  accounting  for  variance 
in  the  data.  Thus,  thla  approach  provldea  none 
power.  In  addition,  the  criteria  used  In 


dropping 
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variables  oakas  sure  tbat  do  variables  era  dropped 


ils  ratlODelSt  a regression  oodel  was  developed 
‘d  approaob.  Tba  two  taros  that  were  dropped 
ue  Intarpratatione  aod  Intrusloas  as  they  did 
}del,  and  their  exclusion  did  not 
affeot  the  numerator  auna*or-aquarea  of  tba  resalnlng 
Bleoents.  Vhere  the  results  differ  substantively  because  the 
tbird  approach  was  used  Instead  of  the  eeoond,  the 

The  regression  do 
procedure  available  In  S12*  One  nice  feature  of  this 

estimated,  natberi  the  Type  IV  suBS-of-squares  provide  a 
test  of  each  effect  la  the  model  given  that  all  other  effects 
are  already  In  the  model.  The  results  of  the  analyala  and 
the  Type  IV  sums-of-aquares  are  presented  In  table  &.27. 

The  first  step  was  to  test  whether  the  model  Including 
the  interactions  explained  significantly  mors  variance  than 
the  DOdel  excluding  ell  Intaraotlooa.  A comparison  of  the 
models  revealed  the  full  model  l.e..  the  model  looludlng 
e significantly  better  than  the  reduced 
(Pel. 67,  pdQ.eS).  Now,  the 


presented  In  Chapter  F' 


le  evaluated  ty  oenslderlna 


Before  looking  at 

Interesting  to  note  that  the  lopaot  o 
attitude  becoses  negligible  o 
been  inoluded.  Howevari  reoall  and  overall  evaluations 

Hveothesia  t 

Hypothesis  t posited  that  over  time  the  importanoe  of 
all  evaluations  as  predlobors  of 

b delay  had  been  inoluded  in  the  oodel:  delay  x 

nd  delay  x overall  evaluations*  In  examination 

tlon  is  signlfioant  (Fs3-B3>  p<(l*05) 
but  not  the  delay  by  overall  evaluation  interaotlon  (F<D* 

To  understand  the  nature  of  the  interaotion*  tbree 

The  nodela  Inoluded  reoall.  abstraotlona.  and  overall 
evaluations  as  the  predictor  variables  and  attitude  as  the 
orlterlon  variable.  The  results  are  presented  in  table  B.2B. 

each  of  the  three  delay  oondltlona  revealed 
10  differenoe  in  the  eiae  of  the  regression 


8^0.29,  P<O.OT 
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ap  In  which  aubjectc  aav  th« 
and  rcapondcd  to  all  the 
during  the  aeoond  eesaion) 
ilch  autjeota  reaponded  to  all 
^ aeaelon) groups*  Howoverr  in 
(the  group  In  wbioh  subjects 

attitude  measures  during  aeaslon  two),  the  coefficient  was 

la  not  of  the  t^e  hypothesized  and,  therefore,  hypotheela 


ooeffiolent  In  the  delaj 

oognitlon  and  attitude 
and  no-delay  (the  group 
the  measures  during  the 


is  not  supported. 

It  is  noteworthy,  that  both  the  avaluatiee  Implications 
of  facta  recalled  and  abatraotiona  retrieved  at  the  time  of 
decision  making  are  good  predlotora  of  attitude  both 


one  week  delay.  This  rinding  i 
avallabllity-valenoe  hypotheela  (Hannah  and  Stemthal  I9dt; 
Uslallus  and  Stemthal  1984,  1988). 
aypothesia  8 

Hypotheals  6 pcalted  that  when  information  oo  competing 
brands  ia  available,  recall  la  more  important  and 
abatractlona  and  overall  evaluations  are  less  important  as 
predictors  of  attitude.  Vhen  Informstlon  oo  competing  brands 


available,  recall 


impcrtant 
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d overall  evaluatlcae  ai 


a ifflportant  as  predictors  c 


operationally,  this  hypotbesia  translates  Into  three 


(FvU.98  p<0.a2)  but  nc 


interaction  r 


d aignificanee 


bypotheslzed,  t 


BbstractioDS,  and  overall  evaluations  as  the  predictors*  The 
results  are  presented  in  table  8.29. 

An  aaaslnatlon  of  the  regrasslcn  coefficient  (B)  for 
abstraction  for  eaDh  level  of  content  shews  that  as  expected 

contextual  InforBaticn  is  absent  {BsO.07,  tsh.P9,  pto.01)  but 

It  is  noteworthy  that  the  regression  coefficients  for 
overall  evaluations  In  the  two  context  conditions  are 
consistent  with  expectation.  In  the  presence  of  contextual 
infonsatlon,  the  regression  oceffiolenta  are  soaller  (8v0.12 
in  the  context  condition  and  BcO.20  in  the  no  context 
condition).  Thus,  hypothesis  8 is  partially  supported. 


239 


PARtKETED  ESTIKATE 


PlU)«HrtER 


ESTIMATE 


HVDOtheals 


Hypotbesls  7 ^slta  that  ralatlve  to  aach  other,  experta 
aod  aovioea  rely  dirfarentlally  oo  raoall,  ahstraotlona,  and 
overall  evaluatlona  In  lUltlnB  an  attltudinal  Judgnant  when 
the  Judgaent  Tolloua  Imediately  after  ad  expoanre.  however, 
after  a delay  both  experta  and  novloea  are  foroed  to  rely 


of  recall,  ababraotlona,  and  overall  evaluatlona  and  the 
delay  by  faalllariCy  loteraotlon  were  poalted  In  hypotheaia 


The  analyala  revealed  that  none  of  the  interaotiona 
reached  algnlfloanoe  (?a<7).  However,  It  nuat  be  noted  that 
an  examination  of  the  regreaelon  ooeffloients  for  aeparate 

the  pattern  of  regreaalon  ooefficlenta  for  abatraotiona  and 
overall  evaluatlona  to  be  eonaitent  with  prior  expectatlona 
(aae  table  8.30).  That  la,  the  regreaalon  ooefficlenta  ware 
different  acroaa  levela  of  expertlae  In  the  no-delay 
condition  but  not  In  the  delay  condition. 

Hypotnaale  8 

Hypotheaia  8 poalta  that  the  relative  Importance  of 
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2t3 


of  sttitudo  depends  oo  the  availability  of  ioforaation  on 
ooapeting  brands  and  the  expertise  of  the  decision  aaker. 
Operatiooallyi  a teat  of  tnia  hypothesis  translates  to  an 
evaluation  of  three  interactions:  recall  x context  x 
faaillarltyt  abstractions  x context  x fanillarity,  and 
overall  evaluatione  x context  x familiarity. 

The  analysis  revealed  the  recall  x context  x familiarity 
interaction  to  be  marginally  signlfloant  (Fa2.T7t  p<0.07) 
{when  the  regression  model  was  estimated  using  the  logic  of 
matbod  2,  this  interaction  was  significant  at  p<0.12).  This 
interaction  was  further  analysed  by  looking  at  the 
correlation  between  recall  and  attitude  for  each  of  six 

familiarity  (3  levels]  and  level  of  context  (2  levels).  The 
correlations  are  presented  in  table  S.31.  As  oan  be  seenr 

the  low  and  moderate  knowledge  groups  but  the 
difference  in  the  high  knowledge  group.  Whs 
iofonaation  is  present,  the  oorrelation  1 
significant  (r>0.U2,  p<0.01).  When  there  Is  r 
information  present,  the  correlation  1: 
insignificant  (rs0.l6,  pbO.10).  Thus,  hypothesis  8 


f context  in 


o contextual 


COSDEUTION  BSTWEEN  RECAU.  AND  ATTITUDE: 
EFFECTS  OF  CONTEXT  AND  FAMItlARITT 


CONTEXT  NO  CONTEXT 


2U5 


Before  movlnB  on  to  the  next  eeotion,  it  Is  noteworthy 
thet  when  a ragreeslon  oodal  was  eetlaiated  using  objective 
toiowjedgfl  Instead  of  familiarity  as  a design  factor  (all  the 
other  variables  remained  the  samelr  the  main  effects  of 
reoalli  abstraction,  and  overall  evaluations  showed  the  same 
pattern  as  they  did  when  familiarity  was  used.  Though  none 

margically  aigcifioant  interactions  corresponding  to  the 
interactlona  that  reached  significance  when  familiarity  was 
used  (see  table  B.32).  Finallyi  it  must  be  aoknowledged  that 
the  model  including  the  interactions  did  not  explain 
sigalficanbly  more  variance  than  the  acdel  excluding 
e (P<1). 


Comparison  of  the  Propcaed  Categories  with  the  Traditicnal 
Categories 

In  this  research,  a new  coding  sohene  was  proposed  for 
coding  cognitive  responses.  In  Chapter  Three,  it  was 
suggested  chat  the  proposed  sobame  was  more  detailed  and, 
therefore,  may  provide  better  predictive  power. 

Two  regression  models  were  estimated  with  attitude  as  the 
dependent  measure  and  the  design  factors,  recall,  and 
categories  of  cognitive  raeponse  as  the  independent 
variables.  The  only  difference  in  Che  two  models  was  in  the 
cognitive  response  categories  used  as  predictors.  In  one 
model,  the  traditional  categories  of  counterarguments  and 


OBJECTIVE  ENOVIEDOE 


support  argunsnts 


catsgpriss 


aingle-cua  Interprststlooa » sbstractionsi  overall 
evaluations,  and  intpuelons  wore  used  as  predlotops. 
Essentlall?,  the  tvo  oodels  inoorporated  the  effects  of  the 


same  cognitive  responses  coded  differently. 

Both  BOdels  were  first  oODpared  to  a naive  nodal 
oontainlng  only  the  design  factors.  Both  oodels  sere  found 
to  explain  significantly  sore  varlanoe  than  the  naive  oodel 
(nodel  with  traditional  categories!  FvS.hS,  p<0.01;  model 
with  proposed  oategoriest  Fs5.t3,  p<0.01).  The  results  of 


the  Bstlaatlon  of  the  naive  nodel,  the 
cognitive  response  oategorles,  and 
proposed  cognitive  response  categories 

8.33. 


Though  no  statistically  correct  methods  of  comparing  the 
either  model  performed  conalstently  better. 


First,  the  values  of  the  two  models  were 
Tbs  model  containing  the  traditional  categories 
value  of  0.45  and  tbe  model  oontainlng  the 
categories  had  an  value  of  0.50.  Thus,  t 
containing  the  proposed  oategorles  explains  e 
tbe  variance  in  attitude  acores. 


proportion  of 


.,COl)NTERl!iaOKE«T5>AIID 


The  eecood  epproach  Involved  Introduolng  the  proposed 
(e.g.i  aPatraotlons)  and  traditional  (e.g.*  CA]  categories 
into  one  regreaalon  aodal  ,and  then  ooaparing  how  auoh 
Inoreoental  varlanoe  was  aooountsd  for  b;  the  proposed  and 


raaponae  oategorlea  traditionally  used  (i.e.r  GA  and  SA)  and 
the  proposed  oatagcrles  of  abatractlona  a 
evaluations*  Slngle.cue  interpretations  ai 
not  Included  as  they  did  not  even  approach  slgnlflcaoae  In 
the  base  ecdel  presented  in  table  9*33*  The  variance 
explained  by  this  eodel  was  501  CR^eO.50).  Also,  even  though 
abatractloDs  and  overall  evaluations  entered  into  the  model 
last,  both  variables  acoounted  for  a significant  anount  of 
variance  (ass  table  0.3*li  Abstraotionsi  F=3*33>  p<0.06, 
overall  evaluations:  F:8.84,  pdS.oil. 

The  second  regression  sodel  oontslnsd  oounterergueents, 
support  arguments,  and  abstraotlons*  Overall  evaluations 
ware  exoluded  both  aa  a separate  category  and  also  from 
couoterarguments  and  support  arguments  Cearller,  positive 
overall  evaluations  had  bean  coded  as  support  srguments  and 
negative  overall  evaluations  had  bean  coded  aa 
countarargumenta).  The  model  Is  presented  In  table  9.35.  Aa 


abstractions 


slgnlfloant  portion 


^EsiSlisSS 
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REGRESSION  HODEl.  COHTAINING  DESIGN  FACTORS,  RECALL, 
ABSTRACTIONS,  AND  OODNTERARCUMENTS  AND  SDPPORT  ARGUMENTS 
PRCW  WHICH  OVERALL  EVALOAIIONS  HAVE  BEEN  EJOLODED 


of  tfla  reoidaal  varlanoa  aftor  tba  effects  of 
ccunterarguaenta  and  support  argusenta  nave  been  partialed 
out  <Pa5>49i  ptO.02)-  However,  couatararguieents  and  support 
arguments  do  not  aooount  for  any  of  the  residual  variance 
once  the  effaot  of  abetraotiOQS  has  bean  partialed  out  (5A: 


Thus,  these  results  strongly  support  the  position  that 
proposed  coding  scheae  is  a better  predlotor  of 
e predict  oora  variance 


1 predlotor  of  attitudes. 

ree  regression  models,  a pair  for  eaob  le' 


delay,  were  developed.  In  on 

overall  evaluations  served  a, 
explained  by  each  nodal  and  the 

The  most  noteworthy  rinding 


t model  recall,  c 

predlotore.  The  varianoe 
effect  of  each  predictor  at 
in  table  8,36, 

is  that  the  oodel  containing 
d overall  evaluations  perforeed  ooosietently 
tter  than  the  eodel  oontalnlng  the  traditional  categories. 


ARQ  (MINTS 


256 


257 


UBLB  a.36  COHTIimED 

III.  CEUTED-tTTITDDE  CONDITION 


Corrastad  Total  H7  30.53 


E*.0.t9,  p<0.02 


PABAMETSB  ESTIMATE  T PB>T 


256 


3S9 


PABUHETEB  ESTIMATS  T PB>I 


TABLE  8.16  C0HTIND8D 

III.  BELArSD-ATIITUDB  CONDITION 


23.06 

30.52 


PAEAKETER 


ESTIHATE  T PR>I  STD.  ERROR 
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notftblfi  IB  the  delay  eonditlon.  ThuSr  the  proposed  coding 
eobene  ie  a batter  pradlotor  of  brand  attitudes,  especially 

Recall  as  a Prediotor  of  attitudes 
In  Chapters  Two  and  Three,  a nuaber  of  studlee  were  oited 
that  reported  inoonsistent  findings  about  the  reoall-attitude 
relatlonahlp.  In  fact,  ouch  has  been  written  about  the 
reoall-attitude  relationship  and,  yet,  there  has  not  eaerged 
s definitive  answer  to  the  question:  does  reoall  prediot 
attitude?  In  view  of  this,  the  findings  of  this  research 
regarding  the  reoall-attitude  relationahlp  am  suimarised  in 


reoalled  was  found  to  be  uncorrelated  with  attitude. 
However,  the  aunaiad  evaluative  iaplioatlon  of  facts  moalled 
was  found  to  be  strongly  and  significantly  oorrelated  with 
attitude  (r:0.33,  p<0.01). 

estinated  contained  the  euaaed  evaluative  iepllcatlon  of 
facts  reoalled  as  one  of  the  prediotor  variables.  An 
exaialnatlon  of  the  regression  aodel  {see  table  8.27]  revealed 
that  recall  eaplalos  a significant  portion  of  the  residual 
varlanoa  after  the  affeots  of  the  other  Independent  variables 
have  been  partialed  out  (Ps5.32,  p<0.02). 
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In  ndflltlMi,  the  sumed  evaluative  iBplloatlem  or  reoall 
energed  aa  a algnirioant  predlotor  of  attitude  uhen  aeparate 
regreaaloD  acdels  oontalnlog  reoall  and  the  oognitlve 
reeponae  categorlae  aa  the  predlotore  uere  eatiaated  for  eaoh 
of  the  three  delay  groopa.  Recall  eaplalned  a algnirioant 
be  Innedlate  {Ps6.08| 


p<0.02)  and  delayed  attitude  (P.U.13,  p<0.0*0  oonditlona. 
Though  the  alople  correlation  hatueen  the  evaluative 
iBpllcatlon  of  reeall  and  attitude  vac  algnirioant  In  the 
delay  condition,  the  Increoental  varlanoe  explained  by  tha 
evaluative  Inplloatlon  of  recall  did  not  reach  aignlfloanoe 
in  the  delay  condition  (F=1.96,  p<0.16). 

Finally,  aeparate  correlattona  batHeen  tha  nuiber  of 
fante  recalled,  the  aunaed  evaluative  Inplloatlon  of  facta 
recalled,  and  attitude  were  cooputed  for  aubjeota  who 
reported  overall  evaloatiooa  In  their  cognitive  reaponae 
protcoola  and  for  thnae  who  did  not.  The  reaulta  shewed  that 
the  nUBber  of  facta  recalled  was  not  correlated  with  attitude 
in  either  condition  (no  prior  overall  evaluation:  rvO.17, 
p>0.08;  prior  overall  evaluation:  reO.05,  p>0.50),  These 
results  are  Inoonalstent  with  the  work  of  Llctansteln  and 


Srull  (1986)  and  Sharian  et  al.  (1983),  and  the  recent 
theorlxlng  of  Haatie  and  Parle  (1986). 


p<0.01)  or  not  (p.0.3T,  p 


CHAPTER  inilE 
IMPLICATIONS 

Introduotlon 

In  the  IntroduQtcry  ohaptarST  it  was  noted  that  front  the 
time  the  coEhltLve  responee  nathodology  vas  Introduced  into 
aarKetlng  C>y  Wright  (19T>I),  the  approach  hen  aeen  widespread 
usage.  In  consonaoce  with  the  original  work  of  Greenwald 
(19E3),  Wright  097*1)  and  subsequent  researchers  in  the 
cognitive  response  tradition  (e.g.,  Belch  19S1,  1992;  Oorn 
and  Weinberg  1994)  have  coded  cognitive  responses  toward  the 
brand  as  couaterargusenta  end  support  srguoants.  These 
categories  split  brand  directed  cognitive  responses  into 
groups  with  positive  and  negative  evaluative  inpllcatlon. 


largely  ignored. 


Itaportaot  issues  have  been 


cognitive  responses  iDaediately  after  exposure  to 
Bdvertisenents.  Hot  even  a single  study  nas  essoined  wnether 
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(see  Appendix  A).  Thlp  is  a kay  issue  beo 
not  typically,  view  an  ad  and  then  lanadlately  Bake  i 

purchase  la  oade.  Therefore)  It  Is  sxtrepely  important  ti 
know  whether  the  results  ohtalosd  with  lim 
seneralise  over  time. 

Seoondi  the  coding  of  all  cognitive  respooaes  tf 

a are  equally  utilized  under 

1 Judgments.  Though  this  may  be  truer  there 
la  reason  to  believe  that  there  are  qualitatively  different 
types  of  cognitive  responses  whloh  may  be  differentially 
important  In  Baking  attltudlnal  Judgments  under  different 
>r  example,  gatra  and  Ray  (19&3)  suggest  that 

predictors  of  brand  attitudes  formed  during  exposure  to  ads 
containing  emotional  appeals.  To  test  their  hypothesis,  they 
separately  coded  affective  responses  and  examined  their  role 
in  brand  attitude  formation.  Similarly,  Lichtenstein  and 

retrieved  prior  evaluations  may  be  used  In  making  a decision. 
Recently,  Wyer,  Srull  and  Gordon  (196A)  have  suggested  that 
the  cognitive  response  methodology  may  prove  useful  in 


exaDtnlng  the  relationship  between  qualitativeljr  different 
types  of  responses  and  decision  ouUting.  In  view  of  thiSi  the 
present  research  sought  to  examine  what  these  quelitatively 

Judgment  under  different  oonditlona.  Two  insights  were 
axpeoted  from  the  investigation:  <a}  a clearer  understanding 
of  the  processes  underlying  consumer  attitude  fomaticn  and 
obangSr  and  (h)  identification  of  the  key  antecedents  of 
brand  attitudes  might  permit  better  prediction  of  consumer 
attitudes* 


In  addltioD,  this  research  sought  to  address  a 


controversy  that  has  persisted  for  over  two  decades:  doe 
recall  predict  attitudes?  This  is  an  important  issue  becaus 
recall  measures  are  used  routinely  by  practitioners  t 
measure  ad  effectiveness  (see  Thompson  1975)*  Yetj  academl 
research  is  equivooal  with  respect  to  the  effioaoy  of  fac 
reoall  as  a predictor  of  attitudes  (see  Oibson  19B3;  Raskin 


I96«). 

Pinallyi  the  effeota  of  prior  knowledge  and  ocotaxtual 
information  on  the  oognitloo*attitude  relationship  were 
examined.  These  two  variables  were  chosen  because  prior 
research  suggests  that  they  are  important  mediators  of  the 
persuasion  process  (e.g.,  Petty  and  Cacioppo  19d0),  but  not 
much  is  known  about  their  role  in  the  persuasion  process. 
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To  aumaarlze,  there  u«ra  four  queationa  unOorlylng  the 
raaearoh  preaented  in  the  preceding  ohaptera:  First,  what  are 
the  qualitatively  different  types  of  responses  produced  upon 
exposure  to  adveptlseoentaT  Second,  hou  do  these  different 


of  these  qualitatively  different  types  of  responses  In  DSlclng 
attltudinal  Judgaents  Imaedlately  after  exposure  and  later  on 
in  tlis7  Fourth,  how  do  prior  knowledge  and  nontextual 
Inforoatlon  moderate  the  relationship  between  the  various 
types  of  cognitions  and  brand  attitude? 

In  this  ohapter,  the  Implloatlons  of  the  results 
presented  in  Chapter  Bight  are  dlsnuased  In  the  light  of  the 
objectives  outlined  above.  The  dleousslon  Is  preaented  In 
two  sections.  In  the  first,  the  temporal  oharactarlstios  of 
the  different  types  of  responsss  and  the  effects  of  prior 
knowledge  are  dlsoussed.  In  the  second,  the  attitude- 
cognition  relationship  and  the  moderating  role  of  delay, 
prior  knowledge,  and  oontextual  Information  are  oonsldered. 
The  Effect  of  Delay  and  Ihiowledae  on  Beeall  and 

Hlstorloally,  the  antaodenta  of  attitude  have  been 
partitioned  as  reoall  of  message  arguments  and  Idiosynoratlo 
nognltlve  responses  to  the  massage.  One  of  the  objectives  of 


qualitatively 


different  typda  of  rosponaes  geoerated  upon  axpoeure  to  ado 
and  botf  thap  dacay  ovar  tlma.  Thuai  the  flrat  step  vaa  to 
partition  reaponaaa  into  oatagorlaa  that  ware  diffarenttally 
aansltlve  to  delay,  and  loportant  as  pradlotors  of  attitude. 

Baaed  on  the  literature  from  narkating,  oonsuaer 
1 paychology,  four  types  of  rasponaea  were 
lat  were  differentially  aanaltlva  to  delay  and 
potentially  important  as  predictors  of  attitude.  They  were 
alngla-cua  interpretationa , abatrac tions,  overall 
avaluationa,  and  intrusions.  In  addition,  fact  recall  was 


The  next  step  was  to  examine  the  effect  of  delay  and 
prior  knowledge  on  the  elicitation  of  each  type  of  cognition. 
There  ware  three  payoffs  to  this.  First,  and  most 
obviously,  this  penaitCad  an  evaluation  of  the  bypotheaas 
praaented  in  Chapter  Five.  Saoond,  it  showed  whether  such  types 

noted,  the  typology  of  thoughts  was  baaed  on  eiplrleal 
findings  from  a variety  of  llteraturaa  other  than 
advertising.  Thus,  It  remained  to  be  seen  whether  such 


responses  were  produoad  upon  exposure  to  advertieenants. 
Third,  It  served  as  a validity  check  on  the 
oparatlonaliaatlon  of  the  conceptual  oatagoriaa.  That  la,  if 
the  data  supported  the  bypotbasaa  set  forth  in  Chapter  Five, 


opera  tlonallMd, 


then  It  would  show  that  the  oategoriaa,  as 
oorreaponded  to  the  ooDosptual  eatagortea. 
Delay  Effeeta 


Two  aeta  or  analyaea  were  oonducted.  One  exanined  how 
eaoh  reaponaa  produoed  at  anoodlng  hehayed  over  time.  The 
other  emamined  the  effect  of  encoding,  atorage*  and  retrieval 

flrat  provided  Inalghta  Into  the  teoporal  characterlatloa  of 
individual  reaponaea.  The  eeoond  demonatrated  which 
oognltlona  were  avallahle  to  a oonaumer  at  the  time  of 
deolalQD  making. 


aubjoot'a  initial  and  delayed  protooola.  Thua.  eaoh  initial 
raaponae  waa  tracked  to  aee  if  it  waa  forgotten.  The  pattern 
of  data  aupported  hypotheala  Is  recall  decayed  the  faateat, 
followed  6y  alngle-oue  Interpretatlona,  abatraotlona,  and 
overall  evaluatlona,  reapectlvely. 


The  aeoond  analyala  compared  the  protocola  of  the  no 
delay  group  with  the  delay  group.  Pact  recall  waa  found  to 
dooline  algnifloantly.  Slngle.oue  Interpretations  declined. 
Out  not  algnifloantly.  lOatraotlons  Increased  algnifloantly. 
Overall  evaluations  Inoroased,  but  not  significantly. 
Intrusions  increased  significantly.  The  latter  finding 
supports  hypothesis  ?.  These  results  oloaaly  resemble  the 


results  of  a nunber  of  earlier  atuaiea  (e.g.,  Alba  and  Oflr 
I9fl3i  Chrletlaanseo  19S0j  Frederlkaeo  1975;  glntaoh  and  van 
Dijk  1978). 

The  implications  of  chase  results  are  clear.  Firstr 
consumers  appear  Co  obtain  an  abstract  understanding  of  a 
product  upon  exposure  to  an  advertisement.  The  abstract 
understanding,  interpretations  of  facts,  and  the  nominal 
facts  encoded  are  stored  in  consumer  memopy  and  become  a part 
of  the  consumer's  knowledge  about  the  product  (sea  also 
Prederiksen  1975). 

Over  time  the  consumer’s  memory  undergoes  substantial 
transformaCion.  Details  fade  end  memory  becomes  more 
abstract.  In  fact,  more  abstractions  are  produced  with 

profound  Influence  on  consumer  decisionmaking.  Consumers 
faced  with  decisions  soon  after  learning  about  a product  may 

decision.  With  delay,  however,  consumers  may  be  driven 
towards  Inoreased  reliance  on  the  abstraot  Impressions  that 

Though  the  present  research  involved  two  exposures  to  an 
ad  during  a single  experimental  session,  the  pattern  of 
results  is  relevant  to  more  typical  situations  in  which  the 
consumer  learns  about  brands  from  multiple  exposures  to 


sdvflrtlaaaente  aod  othar  Inforoatlon  aourcea  (a^.t  paoKaga 
labal)  acroaa  a auabar  of  aplaodas. 

Evldanoa  aupporcing  tba  ganerallzablllty  of  tbaaa 
flndlnga  to  tba  aultipla^aplsoda  altaatlon  oomaa  frOB  two 
aourcoa*  Float,  In  hla  aoalyaia  of  John  Dean'a  taatlBony  at 
tbe  Watergate  hearlnga,  Nelsaar  (19E1)  ahowa  that 


the  preaant 


One  axpLanatioh  for  thia 
delay,  aubjeota  ratrlavsd 
over  thaQ,  thua  produolog 
retrieving  and  reviewing  ei 


apiaodea.  Second,  one  of  the  flndlnga  of 
Bupporta  thla  poaltlon.  It  waa 
are  produoad  over  delay, 
that  during  the  Intarvanlog 

abatraotlona,  Tha  proceaa  of 


) learning  Inforgatlon  a 


aa  analogoua 
aplaodaa ■ 

Finally,  the  reaulta 
the  dual  coding  hypotheala  propoaad 


a BUltlple 


iBpIloatlona  for  the  way  In 
data  aupport 
Carlaton  C19S0}.  That 


Indapaodently.  Evaluative  Judgntant  at  a point  In  tiaa  la  a 
fuAotlon  of  tha  inplloatlon  of  tha  traoea  retrieved  froB  both 
thaae  storaa  whloh  are  Independently  aoceaead,  A dlacuaaion 
of  tha  iBpllcationa  for  conaumer  oeBory  are  deferred  to  the 
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evidence  presented  in  that 


section  are  pertinent  to  the  dlsouaslon. 

Prior  Knowledge 

Inoreaead  knouledge  leads  to  an  Inoreaoed  ability  to  recall 
facts  (e.g.,  Alba  1983i  Sujan  1985).  Consistent  ultb  past 
research,  the  data  showed  that  experts  were  able  to  recall 
significantly  .ore  facta  than  novices.  Also,  slngle.oue 
Interpretations  were  produced  acre  frequently  by  experts. 
For  fact  raesll,  the  effect  of  expertise  was  obtained 
irrespective  of  the  neasure  used.  However,  for  slngle.oue 
interpretstiona  the  effect  of  expertise  was  significant  only 
when  It  was  operationalised  as  objective  knowledge  but  not 
when  It  was  operationalised  as  familiarity. 

In  Chapter  Three,  It  was  noted  that  abstractions  and 
overall  evaluations  are  often  generated  effortlessly  or 
automatically  (Sulndon  and  glntaoh  198U)  during  the 
processing  of  Information.  This  Implied  that  the  level  of 
expertise  should  not  affect  the  number  of  abstractions  and 
overall  evaluations.  The  data  showed  that  the  number  of 
abstractions  and  overall  evaluations  are  unaffected  by  the 
level  of  expertise. 

Finally,  Intrusions  were  found  to  dooraaaa  with 
Inoreaslng  knowledge.  It  Is  posatble  that  experts  made  less 
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errors  In  recsll  baoauss  of  ttielr  superior  sbillt/  to  encode 
the  stiDUlos  inforaatisn.  For  tntrualona  too,  the  Icnowledge 
effect  reaohad  eignlflcanoe  only  when  objeotive  knowledge 
served  as  Che  opertional  neasure  of  prior  knowledge. 

expectations  (see  Hypothesis  5).  The  differenoes  In  effects 
Qbtaioed  as  a funotloo  of  the  operational  neasure  of 
knowledge  used  are  not  surprising.  Measures  of  fsakiliarity 


r expertise.  They  : 
i/her  own  expertise. 


aocounting  for  the  failure  to  obtaii 
The  oeasure  of  objective  knowledge  li 


eir  expertisei  thus 
is  expected  results, 
ot  influenced'  by  the 
respondent's  beliefs  and.  therefore)  provides  a truer  neasure 
of  prior  knowledge.  Hence,  the  predicted  results  were 
obtained  using  the  latter  neasure  but  not  the  forner  (see 
Brucka  I9d5  for  a sinllar  explanation). 

These  results  suggest  that  even  novices,  when  exposed  to 


advertlsenent,  fom  absCraot  ijBpreseions  of  the  advertised 


cognitions  on  which  to  base  attltudlnal  Judgnents,  and  do  not 
necessarily  have  to  rely  on  peripheral  cues  (Petty  and 
Caoloppo  1980)  or  raw  affect  based  on  oere  fanillarity 
(Zajono  1988)  to  nake  an  actltudinal  Judgnent. 


useful.  Interpretations  I abstractions!  and  overall 
evaluations  are  generated  in  the  eourse  of  viewing 
advertisenenta.  The  different  types  of  responses  show 
different  decay  rates  and,  nost  importantly,  they  are 
affected  by  delay  and  prior  knowledge  In  predictable  ways. 
The  latter  point  Is  especially  Important  as  it  shows  that  the 
categories  of  cognitive  responses,  as  operationalized, 
corresponded  to  the  conceptual  categories.  This  provides 
greater  oonfldenoe  in  the  reeults  obtained  vls-a-via  the 
relationship  between  these  categories  and  attitude.  In  the 
next  section,  the  role  of  these  different  types  of  responses 
and  recall  in  attitudlnal  judgment  Is  explored. 

Recall.  Coanitlva  Responses,  and  the  Prediction  of 
Attitudes 

In  this  section,  the  relationship  between  the  different 
types  of  cognition  end  attitudes  is  explored.  First,  the 
issue  of  the  proper  operational  measure  of  recall  and 
cognitive  responses  is  addresaed.  Second,  the  moderating 
effeota  of  delay,  prior  knowledge,  and  oontextual  information 
are  considered. 

Onerationsl  Measures  of  Recall  and  Coanitivs  Reaponeee 

The  most  frequently  ueed  measure  of  recall  and  cognitive 
responses  has  been  the  number  of  items  elicited.  Delng  this 
measure,  cognitive  responses  have  been  found  to  corralata 
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Individuals  wl 


rscalls  three  negative  facts 


positive  facts«  another 


Klxture  of  positive  and  negative  facta. 


It  la  obvioua  that 


the  three  Individuals  will  not  have  the  ease  brand  attitude. 
7et>  using  the  nutsber  cf  ItCDs  recalled  to  predict  brand 
attitude  assumes  that  the  number  cf  facts  recalled  predicts 
attitude  r irrespective  of  the  evaluative  Implication  of  the 
facts  recalled.  Thus,  It  la  not  surprising  Chat  past 
research  has  repeatedlp  found  fact  reoall  to  be  a poor 
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pr«diet  actltudss  u 

prpdlot  attitudes  fur  tiv 
to  predict  attitudes. 


a steer  nuaber  of 


na  nay  well  ask  wby  tt 
d support  arguments  baa  been  found  to 
n recall  does  not?  The  number  of 
d aupportarguments  have  bean  found  to 
f the  same  reason  that  recall  has  failed 
a coding  of  the  raw  cognitive 
responses  as  counterargumente  and  support  arguments 
Implicitly  takes  Into  oonslderation  the  evaluative 
implication  of  the  respooaea  andi  therefore,  cognitive 


expected  that  when  recall  was  operationalized  as  the 
evaluative  Inplicatlon  of  the  Itema  recalled,  a strong 
correlation  between  recall  and  attitude  would  be  obtained. 
Alao,  It  was  felt  that  the  evaluative  implication  of  the 


cognitive  responses  should  be  used  because  it  would  (a) 
provide  a more  precise  measure  of  evaluative  Implication  than 
the  simple  */.  measure  Implicit  In  the  CA  and  SS  codes,  and 
(b)  do  away  with  the  need  for  further  splitting  the  proposed 
categories  (l.e.,  slngle>cue  interpretations,  abstractions, 
etc.)  cn  the  basis  of  valance. 

In  addition,  a number  of  other  Issues  pertaining  to 
operationalisation  were  considered.  First,  using  the  nusber 
of  IteiBS  recalled  or  repooses  elicitad  assumes  an  additive 
model.  Kowevar,  reaaarch  has  shown  that  the  averaging  model 


Bay  oftan  ba  oora  appropriate  (e>g.,  Bettmao,  Capon  and  Luta 

1975). 

Second,  ttia  tuo-ractor  tbeory  (Hovland,  Lunadalne  and 
Sharfield  19X9;  Mooulre  1968;  Vyar  197X)  auggeata  that 

a oaaaure  or  acceptance  nay  Inprcve  the  pradlctlee  power  of 
recall  algnlficantly.  The  point  being  Bade  la  analogous  to 
the  dlatlncClcn  between  Knowing  that  ad  T clalited  that  brand 
X poaaeased  attribute  Z and  believing  that  brand  X pcsaeases 
attribute  Z.  This  dlatlnotlon  has  also  been  nade  earlier  by 
PlahOeln  (1967). 

Third,  oarketlng  reaearohera  (Base  and  TalarayK  1972; 
Sbath  and  Talarzyk  1972)  have  suggested  chat  weighting  Che 
evaluative  Inplloatlon  or  brand  attributes  with  the 
iDportance  or  that  attribute  In  the  deolaloh  process  aay 
iaprove  predictive  power.  In  the  present  context,  this 
auggeats  that  Che  evaluative  Inplloatlon  of  recall  and 
cognitive  responaea,  weighted  by  Its  Inportance,  nay  prove  to 
be  a better  operational  neasure  than  the  unweighted  aoaeure. 

Thus,  seven  operational  naaeures  or  fact  recall  and  four 
operational  neaaurea  or  cogoltlva  reaponses  w. 


iBpIleatlon 


GTaluatlve  Implication  of  facta  rccalledr  aUBDCd  evaluative 
Implication  of  facta  recalled  weighted  b/  belief  atreogth, 
average  evaluative  Implication  of  facta  recalled  weighted  by 
belief  atrength,  aummed  evaluative  implication  of  the  facta 
recalled  weighted  by  importance  weight*  and  the  average 
evaluative  implication  of  the  facta  recalled  wei^ted  by  the 
Importance  weight.  Per  each  category  of  cognitive  reapenaea 
the  four  aeaaures  were:  auamed  evaluative  Implioatlon  of  the 


reaponaea*  average  evaluative  Implioaticn  of  the  reaponaea* 
aumued  evaluative  implication  of  reaponaea  weighted  by 
Importance  weight*  average  evaluative  implication  of  the 
reaponaea  weighted  by  Importance  wel^t.  Alac*  for  CA  and  SA 
the  niaeber  of  reaponaea  in  the  oategory  waa  conaldered. 

The  operational  neaaurea  were  teated  by  computing 
ocrrelatlona  between  each  neaaure  and  attitude.  The  reaulta 


ahowed  that  the  aummed  > 
Alternative  operetional  meaaurei 


implioatlon  of  fact, 
le  an  appropriate  meeaura 
Involving  the  number  o 


reaponaea*  the  average  evaluative  inplioetlon,  or  varlcua 
weighted  meaaurea  did  not  perform  better  then  the  aummed 
aveluativa  Implication  and*  therefore,  the  latter  waa  ohoaen 
on  grounda  of  paralmony.  It  la  aapeolally  noteworthy  that 
the  number  of  Iteiaa  recalled  did  net  correlate  with  attitude. 


ift  atrcng  and  Blgnlflaant  ocrralatian  betwaan 
'a  iapllcation  of  raeall  and  attituda.  and 
tha  lack  of  a oorrelation  batween  tha  number  of  itana 
raoallad  and  attitudar  furtber  analyaaa  ware  ocoduotad  to 
explore  wnetber  tha  raaulta  are  attributable  bo  tha  proper 
oparatlonallaatioo  of  recall  or  due  to  aooe  other  factor* 
Raoant  amplrioal  work  (e.g.*  Llchtanateln  and  Srull  1965; 
Sherman  at  al.  1963)  and  theorizing  fHaatla  and  Park  1966) 
haa  auggeated  that  whether  reoall  pradlata  attitude  or  not 
dapanda  on  the  availability  of  prior  overall  avaluatioaa. 
Spaoifioally,  Baatle  and  Park  (1976)  propoaa  that  tha  key 

attitude  or  not  la  tha  proceaalng  node  that  waa  active  at  the 
time  of  anocding.  To  elaborate,  when  information  la 
proceaaed  in  an  evaluative  node  during  encoding  (referred  to 
ae  on-line  judgment),  f 


Rowever, 

memory-baa' 


directly 
Jud^ent),  faote 


lake  the  Judgment, 
(referred  to  aa 


evaluationa  are  available. 


1,  aeparate  oorrelationa  between 
i recalled,  the  aummed  evaluative 
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evaluations  In  their  oosnitive  responee  protocole  (analogoua 
to  the  on-line  Judgment  condition)  and  those  who  bad  not 
(analogous  to  the  oeioory-hased  Judgment  condition). 

The  results  showed  that  ' 
number  of  facte  recalled  a 
algnlfioance  in  either  ocndltion.  Howeveri  the  correlation 
was  larger  and  marginally  significant  for  the  group  whioh  had 
Dot  reported  prior  overall  eveluatlona  in  the  cognitive 


The  correlation  between  the  sunned  evaluative  implioaticn 
of  recall  and  attitude  was  large,  significant,  and  aonparabie 
in  site  aoroaa  the  two  groups. 

Together,  these  results  are  in  confllst  with  the 
thaoriaing  of  aastle  and  Park  (1986).  It  appears  that  when 
recall  la  operationalized  in  tarns  of  its  evaluative 


Implication — a ooncaptcally  meaningful  operationallaation— 
it  emerges  as  a good  predlctior  of  attitude  independent  oi 
the  processing  mode  active  at  the  time  of  encoding. 

Thus,  the  failure  of  past  research  to  obtain  s 
correlation  between  recall  and  attitude  is  because  of  the 
way  recall  had  been  operationalized  in  those  studlee.  When 
recall  Is  operationalized  as  the  evaluative  Implication  c( 
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the  fsots  peaalled,  a strong  and  aignlfloant  correlation  Is 
obtained  between  reoall  and  attitude.  Zn  fact,  the  size  of 
the  oorrelation  was  ooaparabie  to  the  size  of  the 
correlations  between  oategoriea  of  cognitive  reapoose  and 
attitude. 

Psing  the  evaluative  iapllcatlon  of  cognitive  responses 


t alnpiy  partitioning  i 


a question  o 


Finally,  there  is  t 
did  not  perforo  better 
likely,  wel^tlng  the  evaluative  lap 
belief  meaaursa  failed  to  inprove  pi 
the  respondents  believed  all  of  the  e 
true  because  of  the  azperlnental 


positively  and 
aproved  pradlotatlllty. 

why  wel^ted  aeasures 

loatlon  of  reoall  with 
diotlve  power  because 
s la  probably 


resaaroh  was  conduoted.  However,  under  nornal  viewing 
conditions,  people  are  aore  skeptical  about  ad  elaios,  and 
therefore  weighting  the  reoall  soore  with  belief  strength  aay 
enhance  predlotlve  power  of  nsssures  of  recall.  It  resialna 


for  future  reaearoh  to  Investigate  this  issue. 

Weighting  the  evaluative  Inpllcatlon  of  reoall  and 
oognltlve  responses  with  laportance  weight  say  not  have 
helped  because  aubjeotn'  protocols  may  have  contained  mainly 
important  faota/raeponsas.  Such  faota/responsea  are 
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Baxltsally  aallent  and,  thararorei  ocst  likely  to  be 
retrieved.  Ttile  auggeete  that  even  though  weighting  by 
Importanoe  nay  enhance  predictive  power  when  preaeleoted 
attributes  are  used,  it  nay  not  have  the  sane  effeot  when 
each  individual's  Idloaynoratlo  reoall  and  cognitive 

These  raeulta  have  a strong  Leplleatlon  fron  a prageatlc 
standpoint.  When  the  prediction  of  oonaioier  attitudes  toward 
the  advertised  brand  is  Che  objective,  the  evaluative 
implication  of  oessage  recall  and/or  cognitive  responses 
should  be  used  as  the  operational  measure  of  the  predictor 
variable.  In  thia  resaaroh,  the  evaluative  Implication  of 
each  Itaa  recalled  and  each  cognitive  response  was  obtained 
from  the  respondent  after  all  other  measursa  had  been 
administered.  Obtaining  such  ratings  from  subjects  may  be 
difflcuic,  time  consuming,  and  prohibitively  expensive  In 
many  altuaticna.  In  such  situations,  the  researcher  nay  use 
blind  Judges  to  rata  each  response  for  its  evaluative 
implication.  Past  research  has  shown  that  there  Is  a very 
high  degree  of  oorreapondence  between  the  ratings  given  by 
subjects  and  by  independent  Judges  (e.g..  Petty,  Vella  and 
Brook  1976). 


The  Cognition-Attitude  Link 

Thie  research  sought  to  present  a oonprehensl ve 
exaalnaClon  of  the  relationship  between  recalls  oognltlre 
responses^  and  attitude.  Three  hey  issues  were  addressed: 
First,  do  the  qualitatively  different  types  of  oognltlve 
responses  predict  attitudes  and,  If  so,  how  do  they  conpare 
to  Cl  and  31.  Second,  how  do  delay,  prior  knowledge,  and 
contextual  inforaatlon  affect  the  relationship  between 
recall,  cognitive  responses,  and  attitudes.  Third,  how  do 


fact  recall  and  cognitive  responses  coapare 


predictors  of 


Row  doee  the  new  coding  soheee  oerfora? 

Taken  together,  the  results  were  very  encouraging.  A 
regression  model  with  attitude  as  the  criterion  variable  and 
the  skumed  evaluative  ieipllcatlon  of  recall,  abstraotlons, 
and  overall  evaluations  as  the  predictor  variables,  explained 
over  50%  of  the  variance  In  the  ettltudlnal  data.  Single-cue 
ioterpretatiooB  and  Intrusions  did  not  aooount  for  a 

intrusions  to  account  for  variance  In  the  attltudinal  data 


rs.  Second,  respoodeote  a 
le  acouraoy  of 


relatively 


resulte  eupport 


f strength  ratings  given  t> 
than  that  given  to  aocurate  recall,  j 


(19811). 

The  lack  or  a relationship  hetvai 

oue  interpretations  were  correlated  wi 
significant  correlation  was  obtained.  Note 
this  correlation  was  snail  conpared  to  t 


attitude,  a 


attitude.  One  explanation  for  this  could  be 
Bultioolllnearltp.  The  evaluative  implications  of  single-cue 
Interpretations  ware  oorrelatad  with  the  evaluative 
implications  of  both  recall  and  abstractions,  and  the  slse  of 
these  correlations  was  larger  than  the  correlation  between 
single-cue  interpretations  and  attitude. 


Though  abstractions 
predict  attitudes,  it  W' 
predictive  standpoint. 


necessary  to  determine  If,  from  a 
it  wee  better  to  code  oognltive 
D additional  regreaslon  model  were 


evaluative  implication  of  recall,  CA,  and  SA  as  the 
predictors.  The  otber  used  attitude  as  the  criterion  and  the 
summed  evalautlvs  implication  of  recall,  CA,  5A, 
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d C7flrall  evaluaticna  3d  tha  predictors.  A 
series  cf  cosperisons  revealed  tbatt  in  eaoh  cascr 
abstractions  and  overall  evaluations  explained  acre  variance 
in  the  attitudinal  data.  OP  particular  impcrtanca  were  two 
findings.  First,  abstractions  and  overall  evaluations 
explained  a siBnlPicant  aoount  of  the  residual  variance  in 
after  the  variance  a 


and  Si  had  been  partialled  out.  However,  the  opposite  was  not 
true.  In  fact,  when  aupplenentary  analyses  were  run 
excluding  overall  evaluations,  i.a.,  a nodel  was  estlaated 
that  contained  the  design  faotors,  and  the  suaaed  evaluative 
Inplicatlona  of  recall,  CA,  SA,  and  abstractions,  the  results 
did  not  change.  Abstracticna  explained  a significant  asount 
of  inorenental  variance  but  CA  and  5A  did  not.  Second, 
abstractions  and  overall  evaluations  accounted  for  eiore  of 
the  variance  in  delayed  attitude  than  CA  and  5A. 

The  influence  of  delay,  kncwledae.  and  context 

The  results  show  that  facts,  abstraotione,  and  overall 
evaluations  retrieved  at  the  time  of  decision  asking  are  used 

There  were  two  key  findings  with  regard  to  the  affect  of 
the  independent  variables  on  the  relatienahip  between  the 
cognitive  categories  and  attitude.  First,  irrespective  of 
the  level  of  delay,  subjects  based  their  Judgaente  on  facts, 
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abstractions,  and  overall  evaluations  retrieved  at  that  tiae. 
Delay  had  no  Impact  on  the  relative  loportaaoe  of  the 
dirfereot  types  of  cognitions  In  naklng  attltudlnal 
Judgments,  However,  It  must  be  noted  that  abstractions 
generated  at  the  time  ot  exposure  were  found  to  be  poor 
predictors  of  attitudes  measured  after  a delay,  fact  recall 
and  overall  evaluations  measured  at  encoding  vers  found  to  be 
significantly  predictive  of  delayed  attitudes. 

Second,  information  about  competing  brands  affects  the 
relianoe  on  different  types  of  cognitions,,  ibetraot 
impressions  are  relatively  more  important  in  the  absenoe  of 
such  information.  Recalled  facta  are  relatively  more 
important  when  contextual  information  is  present.  The  latter 
is  true  for  experts  but  not  novices. 

Also,  there  la  some  evidence,  though  weak,  that  experts 
and  novices  seem  to  rely  on  different  types  of  cognitions 
when  making  attltudlnal  Judgments,  Experts  rely  more  on 
overall  evaluations  than  do  novices.  This  difference, 
however,  disappears  with  delsy. 

Recall  or  eojpiitlve  responses!  idileh  is  better? 

As  noted  earlier,  prior  research  has  often  failed  to 
obtain  a significant  relationship  between  recall  and 
attitude,  and  cognitive  responses  have  been  advanced  as  an 


(Greenwald  198B]. 


probleo 


oparaticnal 


of  roaBll  usod.  Th«  quostion  that  ramalna  ia:  How  does  tfaa 
avaluatlvfl  ioplloation  of  recalled  faota  oenpare  with 
oosnitlve  reapcnaea? 

An  examination  of  the  regreaalon  eodel  containing  reeall, 
abstractlonot  and  overall  evaluatlona  acggesba  that  each  type 
of  cognition  aooouDta  fop  a elgnlflcant  amount  of  unique 
varlanoe  in  the  attitude  aooreo.  Thus  contrary  to  tbe 
position  advocated  by  Oreenwald  (1968]  and  otharsi  the 
present  research  suggaets  that  both  recall  and  cognitive 
responses  are  Important  antecedents  of  attituder  and  both 
need  to  be  considered  to  be  able  to  understand  the  persuasion 
process  fully. 

Taken  togetheri  the  results  have  a nuaber  of  Important 
Implications,  first,  recall,  abstractions,  and  overall 
evaluatlona  emerge  as  tbe  key  predictors  of  attitude.  Though 
ocgnltlve  reeponaee  coded  as  CA  and  SA  account  for  a 
elgnlflcant  portion  of  the  variance  In  attlcudlnal  data, 
abstractions  and  overall  evaluations  account  for  significant 
Incremental  variance.  Thla  is  probably  because  CA  and  3A  are 
gross  oategorles  that  Include  not  only  these  types  of 
reponsas  that  are  utilised  In  making  attltudlnal  Judsienta 
but,  also,  responses  that  are  not.  Thus,  separating  out 
qualitatively  different  typos  of  responses  served  to  Identify 
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those  types  of  respooses  that  are  Important  antecedents  of 
ettltudinal  Judgments. 

The  results  have  lopllcatlons  for  consumer  decision 
making.  First,  prior  knowledge  appears  to  have  Independent 
effects  on  memory  and  Judgment.  Though  experts  had  a 


superior  recall  of  facte,  their  attitudes  ware  more  strongly 
related  to  overall  evaluations  than  were  novices. 

Tha  results  also  speak  to  the  differences  hetwaan  memory- 
based  Judgements  and  choloe.  It  appears  that  the  formation 
of  attitudinal  Judgments  does  not  require  minute 

evaluations  strongly  lofluanoe  attitude  Judgments  even  when 
detailed  facts  are  readily  available.  For  example.  In  the  no 
delay  condition,  when  facts  were  readily  avallaCle, 
respondents  continued  to  rely  on  general  Impressions  lo 
forming  attitude  Judgmeote.  Similarly,  experts  who  had  both 
the  ability  to  recall  feats  and  use  them  in  making  a 
Judgment,  chose  to  rely  on  retrieved  overall  evaluations  in 
making  attitudinal  Judgments. 


When  the  evaluation  taak  resembled  a choice,  i.e.,  whi 
information  about  a oompeting  brand  was  made  aallent.  tl 
relianoe  on  abstractions  and  overall  evaluatlone  deollnad  ai 
the  relianoe  on  recalled  facta  increased. 


A9  notad  in  the  previoud  neotioDi  ths  results  have 
iaipllcations  for  conauosr  msoorp*  In  the  recent  literature 
on  person  peroeptioni  two  alternative  bypothesee  nave  been 
tore  of  Doaory  representations 
it  people*  Carleton  (1900)  suggested 
□d  abstract  iBpresslons  and 


advanoed  about  the 
underlying  judgaente  a 
that  noalnal  faots 


aaKing  an  attltudlnal  judgaent* 
In  aaKing  the  judgaent.  This  baa 


dual  coding  hypothesis* 

Wysr,  Srull  aod  Gordon  (1909),  on  the  other  hand, 
suggested  that  factual  details  and  iapreesione  and 
interpretations  are  stored  as  a single  Integrated 

and  its  iaplication  used  in  Baking  a Judgment*  This  la  the 
integrated  represontation  hypotbesia* 


The  present  research  lends  support  to  Carlston'e  thesis* 
First,  though  Carlston  did  not  find  a strong  correlation 
between  facta  recalled  and  Judgment,  the  dual  oodlog 
hypothesis  prediota  a oorrelation*  Aooordlng  to  this 
hypothesis.  Judgments  at  a point  In  time  are  a funotion  of 


th«  evaluatlTa  Inpllcablon  of  ratriavad  noBinal  facta  aod 
abetract  iiopraaaiona.  In  contraatf  Vyer,  Srull  and  Oordon'a 
C193U]  Intagrated  rapraaantation  bypothaala  does  not  depend 
on  such  a correlation  aa  the  Judgaant  le  baaed  on  the 
evaluative  loplloatlcn  of  the  retrieved  Integrated 
repreaentatlon  which  la  foraed  at  the  tine  of  encoding  and, 
therefore,  the  evaluative  iaiplloatlon  of  the  noulnal  faote 
recalled,  aapeoially  after  a delay,  oay  not  be  oorrelated 
with  Judgment,  In  the  preeent  research,  a strong  and 
significant  correlation  was  obtained  between  recalled  facts 
and  attltudlnal  Judgment. 

bypothesle,  peripheral  or  non-central  details  are  expected  to 
be  forgotten  rapidly.  Essentially,  this  Implies  that  memory 
traces  evaluatively  inconslsteot  with  the  gist  (abstractions 
and  overall  evaluations)  should  be  forgotten  faster,  while 
the  evaluatively  consistent  traoes  persist.  If  so,  the 
correlation  between  the  evaluative  Implication  of  reoalled 
abstraotlons  and  reoalled  facts  should  increase  over  time. 


The  reeults  alec  have  Implications  for  measurement  of  ad 
effeotlveness.  First,  the  evaluative  implication  of  recall 
and  cognitive  respoosee  should  be  used  as  the  predictor 
variable,  and  not  the  number  of  each  type  of  response. 


fivaluatlcoa  will  parolt  bettar  prediction  of  actltudee. 

Thirdj  recall  and  ocsnitive  respcnaea  ebculd  both  be 
aeaeured  and  uaed  in  predictins  attitude.  Oaicg  one  or  the 
otber  aeaaure  la  not  sufficient  as  reoall  and  ccgnitire 
responses  each  account  for  a unique  part  of  the  variance  in 
the  attitudinal  data. 


other  Qsasure  due  to  coat  and/or 
:n  such  circuBstanoeSf  the  specific 


objectives 


campaign. 


'act  iDpreasions 


when  feming  JudsoentSi  but  they  roly  on  detailed  facts  when 
Baking  a choice.  Thus,  if  the  objective  of  the  canpaign  is 

Beasures  of  abatraot  iBpreasions  are  likely  to  be  better 
indioanta  of  the  effectiveness  of  the  campaign  than  BOBory 
for  specific  details.  Renee,  measures  of  cognitive  response 
would  be  more  appropriate.  If  precipitating  a sale  (choioe) 
is  the  objective  of  a caBpaign,  memory  for  facta  is  likely  to 
be  a batter  indicant  of  the  efrectiveneas  of  the  campaign. 
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Finally,  a word  oo  tbo  multlpla  meaaures  of  oosnitlve 
maponaea  uaed.  Probably,  the  uae  of  uultiple  aeaaurea  helped 
tap  Into  oognltiona  that  oay  otherulae  have  gone  unrecorded. 
Pron  a praotioal  atandpoint,  however,  theee  added  neeaurea 
Day  lead  to  algnlfioantly  higher  ooata.  It  la  beyond  the 


thla 


cooBient 
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SUPPORT  ARGUMKHTS 

Stateneatd  which  are  directed  in  favar  of  the  idea  or  use  of  the 
product  in  the  adverClalns  neaeade  acd  ublah: 

(a)stata  a specific  favorable  consequence  of  using  the  product  or  a 
favorable  reason  for  using  tbs  product 
Cb)  state  a specific  desirable  attribute  of  the  product 
(o)sudgeat  an  undesirable  consequence  of  not  using  synthetic  neals 
products 

td)reafflra  the  accuracy  or  validity  of  an  arguaent  presented  In  the 


The  following  types  of  sMtements  are  not  to  be  conaldered  as  SUPPORT 
ARSUMEOTS. 

(a)  simple  statasents  of  liking  for  the  product 

(b) posltlve  eiDotlonal  reactions  unaeccepanled  by  any  of  the  types  of 


cuRiosm 

Stateaenta  ekpressing  Interest  in  additional  Information  about  the 
produot.  These  curiosity  stateients  are  distinguishable  from  rhetorical 
question  COUNTBRARSOHENTS  by  your  Judgoant  of  Che  subject's  intent.  If  the 
intent  was  to  question  validity,  express  disbelief,  or  point  out  a 
oounterargunent,  the  ntatenont  Is  a COUNTERARGUHENI.  If  the  Intent  is  to 
honestly  inquire  about  nore  Information,  it  Is  a CUBIOSITT  statement. 


SOURCE!  Urlght  (1973) 


ADAPTED 


CACIOPPO 
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STRONGLY  .2  ♦!  0 -1  -2  STHONOLT 

UREE  DISAGREE 

STBOHGLY  .2  »1  0 -1  -2  STRONGLY 

AGREE  DISAGREE 


INTERESTED  HHINTERESTEB 
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Pleas#  explain  why  you  gave  the  brand  the  ratings  you  did  In 
response  to  oueations  1.2i3r  and  b on  the  last  page. 


KNOWLEDGEABLE  ' 


KNOWLEDGEABLE 
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e r^apcnd  by  filling  ij 


the  ateteaente 
rasponae. 


Conpared  to  other  brmda  on  the 
atereo  welding  12  ouncee  would 


oaolcet,  a wnllcnround 
be  conaldered  light. 


play  for  10-11  hours 


Host  walkaround  aterooa  have  a 
to  - 12,000  Ha.  — " • 

TflllE  / FALSB 


Srequanoy  reaponse 


e feature  allows  you  to 
Rewind  the  tape  autoDstloally 
both  sides  without  having  b 


APPBSDR  E 

QUESTIONNAIRE  U3EU  IN  PRETEST  3 


RECORDER 

CASSETTE 

RECORDER 

HILKHAN 

CASSETTE 

RECORDER 


COHPUTER 


SOFTWARE 


?1!EIESI 


UPPENOIX  F 

aUBSTIONNAIRB  DSED  IN 


Ualng  tb«  seals  bslov  pleaas  ladlcats  hov  knowlsagsabls  you 
oonsldoc  yoursalf  to  be  about  cars. 


id  are  oonplately 


5 s you  have  never  really  oonsldered  the  produot  but  5 
have  used  It  ocoaelonally  and  know  how  to  use  It* 


10  - you  have  used  the  product  regularlyi  but  have  10 

never  oonsldered  Its  details  thoughtfully  or 
purohased  It  for  yourself.  11 


15  S you  have  used  the  produot  extensively,  purchased  15 
It  for  yourself,  and  thoughtfully  oonsldered  Its 
detatla.  1g 


produot  and  Its  uses  20 
or  professional  In  the 
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Suppose  you  uere  planning  to  buy  a oar,  how  loportant  wouia 
you  consider  each  of  Che  following  features  to  be  In  easing  a 
purohase  decision.  Fleass  respond  by  plaolng  a number  between 
1 end  5 in  the  space  ne«  to  eaoh  feature  to  indloste  its 
inporbanoe.  A 1 indicates  Chat  the  feature  is  not  at  ail 
important  and  a 9 indicataa  that  the  feature  is  extremely 
important  in  aaklng  a deoiaion.  for  your  convenienoe  the 
scale  ia  presented  below. 


IHPORTABT 


Brakes  and  Braking  Distance 
Maneuverability 

fuel  Tank  Poaltlon 
Bumper  froteotlon 
Whiplash  Preventing  Headrest 
Airbag 

Collapsible  Steering  Wheel 
Car  Looking  System 
Passenger  Capacity 
Cas  Mileage 


Dashboard  Controla/Displaya 
(funber  of  Cylinders 
Bngine  Displacement 


Fuel  Injection  System 

Horsepower 

Turbocharger 

Power  Steering 

Power  Brakes 

Power  Windows 

Rear  window  Defrosters 


AuComatlo  Transmission 
Warranty 

Tinted  Wlndscreen/Wlndowa 
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WP8MDIX  S 

gUeSTIOHHAIRB  USED  IH  PRETEST  5 
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STWNQLI 


3TR0K0LY 

DISMmn 


APPENDIX  H 

QUESTIONHAIRE  USED  POR  PRETEST  E 

Using  eiM  sosle  below  please  indicate  how  Knowledgeable 
consider  yourself  to  be  about  VCRs. 


used  the  produot 
the  produot. 


ooQPletely 


5 = You  have  never  really  oonaldered  the  produot  but 
have  used  It  occasionally  and  know  how  to  use  It. 


never  considered  Its  details  thoughtfully  or 
purchased  It  for  yourself. 


15  s You  have  used  the  produot  extensively,  purohased 
it  for  yourself,  and  thoughtfully  consldersd  Its 


f an  engineer 
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Pl«ase  respond  to  the  Question  below  by  circling  the 


Indlosbe  If  you  eoneldered  e nuaber  of  brande  and  thee 
purchased  a VC?  or  you  received  the  VCR  as  a gift  or  had 
soaeone  else  sake  the  purchase  deolslon  for  you.  Please 
respond  by  circling  the  nuaber  preceding  the  correct 
response. 


3.  I did  net  reslly  evaluate  a nuaber  of  brands.  Patherj  I 
based  ay  decision  on  soseone  else'a  reconsendstlcn. 

k.  although  I decided  for  oyself  whloh  brand  1 should  buy, 

I did  not  seriously  consider  a nuaber  of  slternatlv'ss 
prior  to  asking  toy  decision. 


Please  indicate  heu  long  ago  you  aade  the  purchase.  P^ase 
clrole  the  the  nuaber  preceding  the  correct  response. 


31S 


If  you  own  a VCB  or  have  owned  a JCB  In  the  paat,  pleaae 
Indloalo  fop  how  many  years  you  have  owned  a VCB.  Pleaae 
reepond  hy  circling  the  number  preoedlng  the  oorreet 


3-6  oontha. 


6.  3 
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olrcting  Che  c 


queeClons  below  by 


1<  The  neoory  beck-up  feature  on  a VCR  refere  Cor 

a.  eddltlonal  meiory  for  storing  Inforsatlon  about  lAat  Is 
recorded  on  your  eaaaette. 

b.  Auzillary  power  aouroe  that  will  keep  the  progras 
settings  lotaot  In  case  of  a power  outage  at  hone. 


3.  The  audio  dub  feature  on  a VCR  parslts  the  user  to: 
a.  add  an  audio  track  to  a previously  recorded  video. 
the°'*^'*'*  track  to  be  replaced  without  affecting 


of  the  following  etatenents  la  true 
a format  la  currently  more  popular 

fortsac  la  ourrently  acre  popular  t 
foiheate  are  equally  popular. 


thfl  acale  below  please  indicate  how  Knowledgeable 
der  yowreelf  to  be  about  Personal  Cooputera  (PC)- 


used  the  produot 


conplatalp 


lou  have  used  the  produot  regularly,  but  haae 
never  ooaaidsred  its  details  thoughtfully  or 
purchased  It  for  yourself. 


Xou  have  used  the  produot  extenaivaly,  purchased 
It  for  yourself,  and  thoughtfully  considered  Its 


n engineer  or  professional  li 


322 


rfiapcDd  to  the  question  below  by  olrollng  tbe 
appropriete  response. 


a 2c  or  have  owned  one  in  the  paatf  please 
you  conaidered  a nuaber  of  brands  and  then 
PC  or  you  reoeived  the  PC  as  a gift  or  had 
make  the  purohase  deoislon  for  you.  Please 
oirollQg  the  nunber  preceding  the  correct 


2.  1 received  the  PC  as  a gift. 

3.  I did  not  really  evaluate  a nuaher  of  brands.  Ratheri  I 
based  oy  decision  on  soseone  else's  recoBDendatlon. 

4.  Although  I decided  for  oyself  which  brand  I should  buy*  I 
did  cot  seriously  oonsider  a nusber  of  alternatives  prior 
to  caking  oy  deoislon. 


Icdloate  how  long  ago  you  oada  the  purchase.  Please  oircle 
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respond  by  olroling 
response* 


have  owned  a PC  la  the  pastj  please 
years  you  have  owned  a PC.  Please 
the  number  preceding  the  correct 


'•  3 nontha  or  leas. 


5.  2 - 3 years. 

6.  3-5  years. 


olreltng  th«  oor 


■ultlple  oholoe 


b.  A ocllectlon  cf  related  data  auch  aa  nanea 


i,  Tbe  tern  ’'boot"  rerera  toi 

a.  'Readying  Uia  cooputar  by  loading  the  MS  In 

b.  Reaattlng  the  oonputer  and  Ita  perlpberale 
atartlng  atate* 

t.  The  infomatioD  atoned  In  the  ROM  can  be: 

a.  Retrieved  and  uaed. 

b.  Retrieved,  uaed,  and  updated  when  required. 
0.  Hone  or  the  above. 


coDputera 


telephone. 
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S.  The  CPO  perfons  Mhloh  of  the  following  funotlona? 

4*  Directs  the  flow  of  Infomscion  within  the  oooputer* 
b.  Perfonaa  the  sotual  coDputationa- 
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Oslng  tlie  3oal«  ImIoh  pl»a9«  Indloate  hem  Icnowledgeable 
consider  yourself  to  be  about  cars. 


coapletely 


5 = Tou  have  never  really  oonsldered  the  produot  but 


■ You  have  used  the  produot  regularly,  but  bav# 
never  considered  Its  details  thoughtfully  or 
purchased  It  for  yourself. 


ir  professional  li 


question 


If  fou  own  8 car  cr  have  cvnad  ona  In  tbe  past,  plaasa 
indicate  if  fou  conaldarad  a miatar  of  branda  and  tbac 
purcbaaad  a car  or  you  racalvad  tba  oar  aa  a gift  or  bad 
aoaaona  alaa  aaka  tba  purobaaa  daolalon  for  you-  Plaaaa 
raspoDd  by  circling  the  nuabar  preceding  bha  oorraot 


1.  1 conaidarad  a nuabar  of  branda  and  tban  Bade  a 
daciaion. 

2.  I received  tbe  oar  aa  a gift. 

3-  I did  sot  really  evaluate  a nuffibar  of  branda-  Patbar,  I 
baaed  ny  decialoo  on  eoaaona  alae'e  racooeendation- 

d-  Although  I decided  for  oyaalf  whicb  brand  I should  buy, 

I did  cot  aerloualy  oonaider  a nuabar  of  alteroativaa 
prior  to  Baking  ny  decialon- 


Pleaae  Indicate  how  long  ago  you  Bade  tba  purobaaa.  Please 
clrola  the  the  nuabar  preceding  the  oorraot  response- 


01 ro ling 


preceding 


ooppeot 


5.  2 - 3 yeapo. 
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circling  the  correct 


choice  queBtlonc 


n steering  factor 


a.  la  a nteaeura  of  how  nuch  the  steering  wheel 
be  rotated  to  oalce  a particular  turn. 

b.  Indlcatss  whether  the  car  la  a front-wheel  c 


2.  The  tem  engine  dlaplacenent  refers  to: 

b.  The  number  of  cylinders  the  engine  has. 
n.  ne  volume  of  Che  cylinders. 


revolutions 

revolutions 


engine  per 


compact  oarai 
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COBpared  to  an  autoaatlo  tranamiaaion,  a laanual 
tranamiaaion  (aciok  ahirt): 

a.  Provldoa  sreator  fuel  fifflaleocy. 

b.  la  aaalar  to  uaa  bacauaa  It  allmlnatea  tha  clutch. 

c.  Incraaaea  en^lna  nolae. 

Dlaaal  englnaa  have  the  rollotflng  dlaavantagaa  conpared 
to  gasoline  anglnea. 


autooatlo  apeed  oootrol  haa  the  follOHing  advantagea. 

a.  Halpa  erratlo  drlvera  liaprove  fuel  aconoisy. 

b.  Reduoea  driver  fatigue. 


t turbocharger  provldea  lOre  power  to  a car  by  supplying 


the  engine. 


IkPFEKCIX  I 

gUESTICmiAIRE  POD  THE  HAltt  STUST 


ttia  scale  below  please  Indicate  hew  knowledgeable  you 
consider  yourself  to  be  about  cars.  Give  your  response  by 
circling  one  oiseber  between  0 and  20  that  best  reflects  your 
knowledge  level.  Por  your  convenience,  specific  labels  have 
been  provided  for  the  points  0,  5,  10,  15,  and  20.  Please 
read  these  descriptive  labels  carefully  and  then  provide  your 


conpletely  0 


10  s Tou  have  used  the  product  regularly,  but  have  10 

never  ooneldered  Ite  details  thoughtfully  or 
purchased  it  for  yourself.  11 


product  and  its  uses  20 
or  professional  in  the 
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queatlon  belov  I 


iRdicata  if  you  conaldared  a nuabar  of  brands  and  than 
purebaaad  a car  or  you  raoalvad  the  car  as  a gift  or  had 
somacne  alaa  osake  the  purohasa  daoialon  for  you.  Plaaaa 
respond  by  oirollng  the  nuabar  praoadlng  tha  oorraot 
raaponae. 


3*  I did  not  really  eyaluaba  a nuober  of  brands.  Hatheri  I 


4.  Although  I decided  for  nyself  uhlob  brand  I should  buy,  I 
did  not  seriously  ocnsidar  a nuabar  of  alternatives  prior 
to  staking  oy  decision. 


please  indicate  hoe  long  ago  you  eada  tha  purchase.  Please 
circle  Che  mnsbar  preceding  tha  correct  reaponse. 


CONTIirUB 
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If  you  am  a car  or  havo  owned  a car  In  the  paati  please 
Indicate  for  how  oany  fears  you  have  owned  a car.  Please 
reapcnd  by  circling  the  number  preceding  the  correct 


Do  you  read  car  magazines  re>g>i  Car  and  Driver)? 

!•  Never  g-  Occasionally  3>  Regularly 


magazines? 
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CONTINUE 
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Pluae  napond  to  tne  «ultipl«  oholee  dusatlsns  balou  Py 
olrcUog  tiM  cormt  aoawer.  Plaaae  answer  all  of  the  eight 


1.  The  tana  steering  factor  refers  to: 

a.  The  amount  the  steering  wheal  needs  to  be  rotated 
to  make  a partloular  turn. 


3,  The  term  engine  dlaplacemant  refers  to: 

a.  The  position  of  the  engine. 

b.  The  number  of  oylindsrs  the  engine  has. 
0.  The  volume  of  the  oylindera. 


a.  Tha  number  of  revolutions  of  the  engine  per  minute. 

b.  The  number  of  revolutions  of  the  engine  for  each  turn 


4.  Compared  to  large  oars,  oompact  care 

a.  golsler. 

b.  Increase  driver  fatigue. 


COKTDjim 
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la  eaaler  to  uae  becauaa  It  ellnioataa  the  clutch. 
. laoreasea  engine  nolae. 


Dieael  enginea  have  the  following  Ciaadventagea  oOBpsred 
to  gaaollee  enginea. 


AutODatlc  apeed  control  (orulae  control)  baa  the 
following  edventagea. 


a.  Relpa  erratio  drivera  iaproTe 
h.  Reduoea  driver  fatigue. 


economy. 


A turbocharger  provides 
a.  fuel  to  the  engine. 


by  supplying 
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COMTIiniE 
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DNINTE8ESTING 


339 


3“o 


PLEASB  WMTB  EACH  TH0U3HT  ON  A SEPABATE  LIHE. 


3“3 


CONTINUE 


CKBBEtnL 


ISRITATEB 


PLEASED 


CONTINUE 
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-3  STBOHOLY 


STBOKOLY 

DISUBEB 


STRONGLY 


-3  STROKBLY 
DISACREE 


STROWSUY 


-3  STRONOLY 
DISAGREE 


•3  SIKONCLY 


COKTIliDE 


3U6 


EXIRBCLt 

POSITIVE 


-3  EXTBEHELI 
EECATIVE 


EXTREMBLV 

DIPORTANT 


AFTER  tOCJ  COMPLETE  TEE  RATISO  TASKS  DESCRIBED  ABOVE  TURN 
TO  THE  HEXT  PAGE  FOR  KOBE  INSTRUCTIONS 


3U7 


KTRD1El,Y  »3 
POSITIVE 


SmmELY 

NBBATIVB 


5 6 r EXTREKBir 

mPORTAMI 


EXTREHELT  »3 


-3  BCTRHffiLY 
UNLIRELY 


:i976). 


AtSMlatlon  for  Csnsunar  Reseircn,  1S1.155. 
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BIOGUFHICAL  SKETCH 

I ass  born  in  Csloutta,  India,  on  July  5,  1956.  My 
prlaary  and  hlEK  nohool  aducation  apannad  sti  aohoola,  in 
four  cltiaai  aoroaa  two  oontlnenta. 

I atartad  adbool  in  Caloutba  but  aithln  a yaar  noved  to 
a aobool  In  Dalhl,  the  oapltal  of  India.  Before  the  yaar  waa 
out,  I waa  back  in  aohool  in  Calcutta  but,  again,  I was  to 
aova  within  a year  to  Swansea,  (J.K.,  where  I spent  a 


It  waa  upon  ay  return  Co  Calcutta,  that  I spent  the 
longaat  atretob  in  one  school.  1 went  Co  Don  Boaoo  High 
School  frOB  1965-1970. 

In  aid-1970  w#  oovad  to  Manohaater,  O.K.  I Joined  St. 
Oragory’e  GraisBar  Sohool  for  Boys  and  graduated  froa  high 
aohool  in  1972. 

I raturned  to  India  and  Joined  Che  B.So.  progrsB  in 
cheoistry  at  Jadavpur  Oolvarsity,  Calcutta,  in  fall  1973. 

Open  graduating  in  1977,  I took  a Job  aa  a salesoan  with 
a snail  packaging  ooopeny  In  India.  In  two  years  I was  ready 

1 enrolled  in  the  graduate  prograa  In  Banageuanc  at  the 
Indian  Institute  of  Henagement  at  Ahaedabad  and  received  ny 
oaater’a  degree  in  marketing  and  flnanoe  in  March  1961. 
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I arrived  in  the  U.S.  in  the  rail  of  1981-  »f 
spending  a year  in  the  doctoral  prograa  in  oarKetlng  at 
Wharton  School,  Oniverslty  of  Pennsylvania,  1 transferred 
the  Oniverslty  of  Plorida  to  pursue  speolflo  resear 
interests* 


I an  currently  assistant  professor.  Faculty 
Hanageaent,  KCGIU  Snlyeralty,  Montreal,  Canada. 


I airtlfir  thst  1 Dave  read  tbla  atudy  and  that  In  ay 
opinion  It  confcraa  to  aooeptabla  standards  of  scholarly 
cope  and  quality,  as 
r Philosophy. 


presentation  ai 
a dissertation  f. 


s fully  adequatsi  : 


Professor  of  Harketlng 


I oartlfy  that  I have  read  this  study  and  that  In  ay 
opinion  It  oonforns  to  aooeptahle  standards  of  scholarly 
presentation  and  la  fully  adequate,  In  scope  and  quality,  as 
a dissertation  for  the  dearea  of  Doctor  of  Philosophy. 


1 certify  that  I have  read  this  study  and  that  In  ay 
opinion  It  oonfonaa  to  aooeptahle  stendarde  of  scholarly 
presentstlon  and  Is  fully  adequate,  In  scope  and  quality,  as 
a disaartatlon  for  the  degree  oCDootqr  of  Philosophy. 

k'fcLcu/il.  i-j/-. 

Pichard  J.  tuts/  \ 

Professor  of  Iwkstlng..^ 


presentation  and  is  fully  adequate.  In  aoope  and  quality,  as 
a dissertation  for  tho  degree  of  Doctor  of  Philosophy. 
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AdBlolstratlon  and  to  the  Graduats  School  and  vas  ancepted  as 
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Doctor  of  Philosophy. 
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